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An admirer of Gladys the beau- 
tiful receptionist wants to know if 
she’s on vacation. That isn’t the 
trouble—she’s merely taken re-| 


cently to reading Time. 
Y F- 


Time insists that if you want to 
make a hit with a beautiful girl, 
ask her “When do you think we'll 
be in Berlin?” rather than “What 
are you doing tonight?” This is 
such a debatable subject it should 
be referred to E. V. Durling’s 
Horses & Women department. 


wo Se 


“Genuine reptile by Florsheim” 
is the sign going up in windows 
all over the country, and some 
people are going to look carefully 
in the hope of identifying some 
former friends. 

v v v 


The fall issues of the fashion 

magazines show the gals even 
more emaciated than ever, and 
with even longer, sharper and 
brighter talons. Fortunately for 
men, it ain’t necessarily so. 
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The Democrats are willing to 
concede that as goes Maine, so 
goes Vermont, while the Dewey 
boosters insist that as goes Maine, 
so go Sidney Hillman and his 
PAC. 

, a, 


“New Jersey runs $200,000 cam- 


paign,” a news item says, “to get 
constitution read.” 


Post-war date with a giant... 


POSTWAR DATE—To announce the 
postwar availability for civilian autos 
of Tydol Flying-A gasoline, Tide Water 
Associated Oil Co. ran this copy in 
745- and 966-line space in 175 eastern 
newspapers and full pages in several 
trade journals Sept. 11-15 as the first 
in a series. The agency is Lennen & 


Mitchell, New York. 


Maverick Emerges 
as Head Man’ in 
Surplus Disposal 


Smaller War Plants 
Unit May Buy and 
Sell U. S. Goods 


By STANLEY E. COHEN 


Agencies Work to 
Rescue ‘VD' Drive 


Ads Get a Going Over in 
N.Y. State Health Course 


Through Revisions 


The OLD gives way to 
Will Emphasize Sin ‘\ 
_ to Meet Protests 
of Church Papers 


Washington, Sept. 14.—Officials 
of the U. S. Public Health Service, 
charged by law with responsibility 
for the fight against venereal dis- 
ease, are restudying controversial 
material which has aroused the 
opposition of Catholic publications 
and other groups to the use of ad- 
vertising to bring the facts about 
syphilis and gonorrhea to light. 

Discouraged by the failure of 
the War Advertising Council to 
obtain sponsors for its carefully 
prepared campaign, public health 
officials are meeting with OWI and 
Council representatives to consider 
possible modification of the pro- 
gram to meet the criticism of those 
who assert that the copy fails to 
emphasize the relationship be- 
tween VD and immorality. All 
government agencies are agreed 
that the campaign should continue, 
and every effort will be made to 
overcOme existing criticism. 

While government information 
people readily concede that the ad- 
vertising copy skimps on this as- 
|pect of the question, they point 


ADOPTS NEW SYMBOL—The Central 
Railroad of New Jersey has adopted 
this new Liberty emblem which will 
appear on the company's equipment 
as well as in newspaper advertising 
and printed matter. The design was 
worked out by Richard A. Foley Ad- 
vertising Agency, Philadelphia, in con- 
sultation with the road's officials. 


L&M Reacquires 
Entire Old Gold 
Cigaret Account 


New York, Sept. 14.—A three- 


|}out that the U. S. Public Health 


year campaign by Lennen & Mit- 


School Guide Makes 
CU and CR Reports 
Aids to Teachers 


| Albany, N. Y., Sept. 14.—Possi- 
bilities of a first class row in edu- 
cational circles, with deep impli- 
cations for business and especially 
for advertising, developed here 
this week as complaints continued 
to be voiced over a “Health Teach- 
ing Syllabus for the Junior and 
Senior High Schools,” published 
by the University of the State of 
New York late in May, and now 
being given widespread circula- 
tion. 

The 286-page text has been 
adopted by the board of regents 
as the official guide for teaching 
health in all the senior and junior 
high schools of New York, and its 
use is compulsory in all public 
schools in the state. 

Controversy over the content of 
the volume first developed a week 
or so ago when the Science Teach- 
ers Association charged that pub- 
lication of the volume means 
“complete abandonment of the 
scientific method in favor of the 
procedure of blind indoctrination” 
and the development of “a few 
|unthinking But healthy robots.” 
Fuel was added to the fire this 
week by the disclosure that 12,000 
copies of the syllabus have been 


Washington, Sept. 14.—The big 


: : chell, New York, to win back 
question ‘in surplus war property 


from J. Walter Thompson Com- 


| a ; = - : printed, despite the fact that the 
They'll still read the headlines | Service, which is directing the 
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and skip the fine print. | 
|Maury” Maverick’s Smaller War 
|Plants Corporation, generously 
|financed by Congress, and be-| 


a. Foe 


About the best read piece of 


advertising copy that will ever be| 


published will have a_ headline 
something like this: 
“Here’s the complete description 


of your new car, now ready for 
delivery,” 


> @ 
When the publishers learned 
there’d be no paper cut in the 


‘ourth quarter, they heaved a col- 
fective sigh of relief as if they 
had been told they wouldn’t be 
shot at sunrise. 


— © iw 


| gressional 


|campaign, is a medical organiza- 
ition concerned chiefly with med- 
ical approaches to the problem. 


Copywriters Warned 
In its campaign book, however, 


disposal today seems to be “Uncle 


decked with the power to acquire | 
property which other government | - ; 
agencies plan to sell through reg- | the War Advertising Council 
ular marketing channels. |warns that copywriters should 
Ex-Congressman Maverick’s or-|@Void any suggestion that VD is 
ganization slipped quietly into the | Without social stigma. Moreover, 
surplus property picture behind | the OWI campaign policy guide in 
the closed doors of the long Con- |Tecommending copy themes, points 
conference over the|Out that venereal diseases are 
conflicting House and Senate ver-|SPread by delinquency, prostitu- 
sions of the bill. As things stand | tion, promiscuity, ignorance, pov- 
now, he is “sitting pretty.” |erty and public indifference. 
Without fanfare he won agree-|__ Outlining the objectives of the 
ment from representatives of both | VD campaign, OWI says: it is to 
Houses for a provision that gives | inform and educate the public on 


| paign 


pany the $5,250,000 Old Gold 
cigaret advertising account was 
concluded this week with the ap- 
pointment of the former agency 
by P. Lorillard Company. 


Nov. 30. % 
Selection of Lennen & Mitchell 
returns the account to the origi- 


nators of the famous “Not a Cough 
}in 


a Carload” campaign which 
successfully launched the cigaret 
on the market in 1926. Since 
widely used in cigaret advertising, 
the “cough” or “throat” angle 
used in the first Old Gold cam- 
is credited with having 
broken a_ long-standing rule 


The | 
appointment becomes effective 


|ordinary run for a junior-senior 
| high school syllabus is said to be 
| between 3,000 and 5,000, enough 


| to supply about two copies to each 
| school. 


Would Study Advertising 


| It is charged that Dr. Hiram A. 
| Jones, director of the health edu- 
| cation division, whose name graces 
|the syllabus, plans to distribute 
_the volume all over the country, 
particularly among medical, dental 
and nursing representatives. 

The syllabus not only offers 
|Consumers Union and Consumers’ 
Research reports as reference texts 
|to those teaching the courses, but 
,it outlines a course of procedure 


: I : ; under which students would spend 
— him: 1—the right to buy surplus | (Continued on Page 60) (Continued on Page 61) a substantial portion of their time 
, The Stockholm correspondent of | property; 2—the right to make | ;checking up on advertising of 
the ‘ti ie Daily ne — to | loans to business men who want to | = a products, weighing such 
‘ie five German officers “whom | buy surpluses; and 3—the right to | L N F h questions as: 
they my — would be} recommend legislation to protect | ast Minute ews las es | “Are the statements absolute 
crought to trial.” small business in surplus sales. i ‘ outright facts? 
, That old relative pronoun still] Endowed as it is with federal | Entire Utah Radio Account to Kimball “Why should I not spend my 
‘rows the best of them. funds, SWPC could easily acquire! - Chicago, Sept. 15.—The Chicago office of Abbott Kimball Company,| money for kolas and _ orange ; 
scan’ large quantities of surpluses, then | which has handled the national advertising of Utah Radio Products | drinks? ; . ' 
1 ae pag tert Mg antag Big rm |Company, Chicago, and its subsidiary, Caswell-Runyon Company, BR go a aa — a do 
he snappy comebac ese | S, ) f Ss S- , ore t : aan eae : tet ,|about questionable advertising?” 
ays when you're denied space in | ter speculator in surplus disposal | Huntington, Ind., cedar chest manufacturer, has been appointed for the 


blication is to say, “Oh, it 
t matter—we’ve been turned 
by a lot of better books than 


,-. F 


vaii is style - conscious,” 
e Honolulu Star Bulletin. 
y dressed men and women 
vidence everywhere.” 

on’t tell prospective tour- 
grass skirt has lost its pop- 


rie | 


ent news story refers to 
a “convenience” prod- 
even those who are will- 
valk a mile for a Camel 


as 


‘cCasionally been  incon- 
é 

v v v 
Crosby is wearing a 
uniform in “Going My 


hich is going right to the 
the Browns no doubt 
ig could take them right 
th him. 
Copy Cus. 


for this war. 
“Uncle Maury” does not believe 
in speculators, he told the Ameri- 
(Continued on Page 61) 


Experts Disagree 


Over potency of Wac 


copy, Page 39. Other 


features: 

Ad-libbing 12 
Canadian Magazine Linage 55 
Chain Store Figures 48 
Editorials 12 
Farm Magazine Linage 46 
Feature Page 39 
Getting Personal 54 
Information for Advertisers 12 
In Washington 32 
Magazine Linage 44 
Obituaries 61 
Photographic Review 63 
Postwar Planning 52 
Rough Proofs | 
| Voice of the Advertiser 


30 | 


|entire account, including trade advertising previously placed through 
| The Buchen Company, Chicago. 


‘Study Bureau of Advertising Expansion Plans 

| New York, Sept. 15.—Plans for considerable expansion of the work 
| and budget of the Bureau of Advertising, prepared by a special commit- 
| tee headed by Richard W. Slocum, Philadelphia Bulletin, will be re- 


viewed at a meeting of the ANPA board here Sept. 25-26. 


Almroth Leaves Owens-Illinois Ad Post 

Toledo, Sept. 15——Thomas K. Almroth, general advertising manager 
of Owens-Illinois Glass Company, associated with the company 
nearly 30 years, has announced his resignation, effective Oct. 15. 
plans will be announced later. No successor has been named as yet. 


Transcontinental Features World Air Route 

New York, Sept. 15.—Transcontinental & Western Air, through Ar- 
thur Kudner, Inc. today began 1,500-line insertions in 22 papers in 14 
cities featuring the trans-world route it will be able to use postwa1 


for 


His 


Adam Hats Would Give Horse Tips on Radio 

New York, Sept. 15.—Adam Hat Stores is seeking to sign 100 or more 
stations for a five-minute daily transcription featuring “Joe and Asbes- 
tos,” comic strip characters, through Buchanan & Co. At the end of 
each transcription a local announcer would provide a tip on a horse 


running on a local or nearby race track. 


Throughout the 286-page hand- 
book there are quizzes on adver- 
tising — newspaper and magazine 
copy and radio scripts. Pupils are 
to gather samples and bring them 
to the classroom for analysis. 


Evaluates Statements 


For example, under the topic of 
personal appearance, pupils are 


asked “How does one judge 
soap?” Authenticity of statement 
in advertising are to be weighed 
against such criteria as: 

(1) Are the statements abso- 
lute outright facts? 

(2) Are the statements of suc! 
a nature that the advert r want 
you to think tl ey are facts, ind 
worded uch a way that the 
fact are not stated but intimated? 
Is the tatement actually a mis- 
tatement of fact? 

‘(3) Are the tatement facts 


hat have no connection with the 
advertisement nd irrelevant a 
tisement is 


con- 


» the statements present 
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evidence of some experiment with 
the intention of leading the reader 
to believe that the experimental 
evidence is the deciding factor in 
making the advertised product 
worth while?” 


Urged to Make Dentifrices 


Grade labeling is covered in 
another phase of the course in 
which pupils will check various 
packaged goods. 

Claims of radio advertising of 
tooth pastes, tooth powders and 
mouth washes are given special 
attention, and pupils are told to 
“investigate methods of preparing 
one’s own dentifrice at home.” 

Under “Tobacco and Alcohol,” 
teachers are told that “certain 
situations in modern life tend to 
confuse young people because 
these situations are in contradic- 
tion to the facts learned. . . For 
example, an extensive program of 
advertising is carried on to influ- 
ence their use.” Then, as part of 
pupils’ problems and _ activities 
with regard to these products the 
following routine, fairly typical of 
those repeated in connection with 
other products, is recommended: 

What methods are used by adver- 


tisers to increase the sale and use of 
tobacco, cigarets and cigars? 

a. ~ Collect tobacco advertisements 
from magazines, billboards and record 
those heard on the radio for several 
days. Analyze in class to evaluate 
claims made by manufacturers. Are 
the claims true or false? Do they 
minimize harmful effects? Do they 
claim benefits to health from use? Are 
they worded so as to imply beneficial 
effects which are not present? Why 
are some professional athletes willing 
to give paid testimonials for tobacco 
if smoking is usually prohibited by 
athletic rules? Why do manufactur- 
ers especially desire such testimonials? 
What can high school pupils do about 
questionable advertising? 

b. List and evaluate the slogans 
used to sell some of the leading 
brands of cigarets. 

How much money is spent annually 
in the United States for tobacco and 
its products? How much does an in- 
dividual smoker spend in a year?... 

c. Discuss these figures in class and 
draw conclusions as to the wisdom of 
such expenditures of income by the 
average man or woman; by the per- 
son of low or inadequate income. Con- 
trast . .. a year’s tobacco bill with 
the family milk biH. Consider the 
greater health and happiness in spend- 
ing money for useful purposes rather 
than for tobacco. 


Senior high school students are 


given such assignments as this, 
under “Food and Nutrition”: 

d. Discuss some of the characteris- 
tics of ethical advertising of food such 
as statemenfS of nutritive values of 
food based on a scientific foundation 
and expressed in simple language; use 
of specific statements rather than gen- 
eral; recognition of the dependence of 
health on many factors (not on food 
alone) and on various foods (not on 
the one food advertised). 

e. Discuss some of the characteristics 
of unethical advertising of food, such 
as therapeutic or unwarranted claims; 
false or misleading testimonials; use 
of technical language to give false im- 
pression of scientific accuracy. 

f. Collect advertisements of foods 
and other health products and eval- 
uate accuracy of claims. Make a 
week’s record of radio and printed ad- 
vertising and evaluate and compare 
label statements on packages with 
statements on same goods on radio 


and in newspapers and magazines. 
Note difference, if any, and discuss 
reasons. 


WHOM to Katz 


Station WHOM, Jersey City, has 
appointed the Katz Agency, New 
York, to handle advertising. The 
agency handles all Cowles stations, 
of which WHOM is an affiliate. 


Ain’ 


| 
| 
} 
i | 
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Nationally Represented by Gilman, Nicoll @ Ruthman. 


and into more Central Con- 
necticut kitchens, now that The 
Courant is being used to cover 
more stores andmore of the avail- 
able market. Courant readers live 
over a wider area and consistently 


moves off more 
dealer shelves 


pears 


THE 


A Connecticut Institution Since 1764. 


show themselves to be more re- 
sponsive to advertising that ap- 
in the largest morning 
newspaper in New England, out- 
side of Boston. The rate for sell- 
ing through The Courant is only 
13¢ a line, daily. Penny-for-dol- 
lar, it’s your best buy. 


Advertising Age, September 


No Solution Found 
for Pricing New 


Consumer Goods 


OPA Holds Out for 
Low Prices to Help 
Stimulate Demand 


Washington, D. C., Sept. 15.— 
Price Administrator Chester 
Bowles said today the postwar 
prices on major appliances will 
be worked out on the basis of ne- 
gotiation with manufacturers, and 
that flat percentage price increases 
on new goods suggested by War 
Mobilizer James F. Byrnes may 
apply only to the relatively unim- 
portant “gadget” type of item. 

Severely limiting the field of 
automatic adjustment proposed by 
Byrnes as a means of speeding 
decision of prices for goods that 
have been out of production, the 
pricing chief maintained that 
prices on 12 major items, includ- 
ing automobiles, washing ma- 
chines, vacuum cleaners and 
radios, should be worked out on 
the basis of discussions with 
manufacturers. 

Mr. Bowles said that these 12 
items constitute 80% in dollar 
value of the merchandise that will 
return to the market. Since they 
are made by only 50 firms, he said 
he saw no reason why OPA could 
not meet the manufacturers and 
solve the problem within the next 
four weeks. 

The remaining 20% dollar value, 
made up of “gadgets” and less im- 
portant items, could be priced by 
an automatic formula, or in some 
cases totally exempt from control, 
he said. 

While officialdom agreed that it 
is essential to find a way to pro- 
vide manufacturers with a profit 
on their new products, it was clear 
that OPA pricing officials were 
considerably taken back by a pro- 
posal inthe official. administration 
decument' on demobilization that 
flat percentage adjustments be 
made to cover increased labor, 
materials and other costs. (Can- 
ada’s Wartime Prices and Trade 
Board will maintain a rigid price 
policy: Page 59.) 

The policy, outlined last week- 
end by Mr. Byrnes, was based on 
the premise that adjustments must 
be made quickly if production is 
to start when WPB lifts restric- 
tions shortly after V-Day. 

OPA feels that in accordance 
with the Byrnes document, Mr. 
Bowles and his staff will be 
snowed under by hundreds of re- 
quests for decisions, and lengthy 
investigations of production costs 
at that time would serve to in- 
crease the ranks of the jobless. 


Asks General Ceiling 


While Mr. Byrnes conceded that 
costs have actually gone down in 
some instances, he advised that 
OPA establish a general ceiling 
for articles that have been out of 
civilian production at a fixed per- 
centage above prewar levels. 

The Byrnes formula seemed to 


conflict with the position pre- 
viously outlined by Mr. Bowles 
and his staff, that actual increases 
in costs had been largely offset by 
improvements in production tech- 
niques, by the use of new tools, 
and the actual reduced costs of 
some materials such as aluminum. 
Some OPA staff people say there 
is no need for higher prices for 
such items as automobiles, wash- 
ing machines, refrigerators and 


| vacuum cleaners. 


Arguing that prices must be 
held close to prewar levels to 
encourage mass buying, Mr. 
Bowles and his staff further con- 
tend that with the return to 
civilian production, expensive 
overtime pay will cease, and less 
efficient workers can be replaced. 

The OPA has argued that to 
increase prices at the same time 


HA RT F 0 a D | that temporary layoffs and the loss 


of overtime pay reduce worker 
|income, will mean loss of an 
|opportunity to maintain the pres- 
ent active market. 

On the other hand, Mr. Byrnes 


| 
0 Ue rad Vi [ holds that once manufacturers are 


assured a profit, and are willing | 


1944 
to resume civilian pro! icti, 
competition should cause ). :¢5;” 
drop. __ 

Mr. Bowles said at h pre 
conference today he is hop that 
industry on its own will a he 
that its price will be ti 95 
price. “They have the fu. to 
live .with and the econ .y ; 
build,” he said. “We in Opa 
won’t be here; they will.” : 

Asserting “They cannot ° \j\q a 


high production economy , 
prices,” he outlined this OP \ pro_ 
cedure: 

1. Retain ceilings o; 
clothing, rent, furniture, mo ‘criag)< 
industrial and farm mach rery 
now in production, and valiej 3 
$92,500,000,000, but remo\ uch 
ceilings as quickly as supp!y ang 
demand permit. 

2. Seek prices as near {949 
levels as possible by conferring 
with makers of 12 products \ F 
in 1941 at $5,670,000,000. 
“big 12” include: automobiles ang 
parts; refrigerators; sewing ma- 
chines, washing machines, vacuym 
cleaners and appliances; radios: 
phonographs; pianos; heating and 
cooling equipment, and clocks ang 
watches.. These represent 80% of 
the dollar value of new items to 
be priced. 

. Remaining 20%, valued at 
$830,000,000 and made by 25,009 
firms, will be broken down with 
some freed from price controls, 
others subject to a tight automatic 
upward adjustment. 

On the production front, Acting — 
WPB Chief J. A. Krug releaei 
details of the organization that 
had been set up to restudy WPB 
regulations, and arrange machin- 
ery for their removal after V-E 
Day. 


Spot Authorization at Work 


At a@ news conference today he 
indicated that at least two weeks 
would be required before plans 
would be in good order, but he 
said “a great deal better job can 
be done” if the agency has three 
months. 

He emphasized the value of the 
spot authorization plan as a means 
of getting some civilian goods 
production between now and the 
end of the German war. If vic- 
tory in Europe is long delayed, he 
said he expects that considerable 
quantities of goods may be made 
under the order. 

As further indication of this, he 
announced that 125,000 tons of j 
steel had been reserved for civilian ‘ea 
products to be made during the = 
fourth quarter of the year, under » 
spot authorization. Since large 
cutbacks will be made regardless 
of the date Nazi resistance ends, 
he indicated that it was possible 
that such items as electric refrig- q 
erators and washing machines : 
might conceivably come under the 
program. : ¥ 

In his report to the press Mr. ia 
Krug stressed the fact that steel, 
aluminum and copper will soon be 
plentiful. He said Army cutback 
proposals had already been sub- 
mitted to WPB, and some picture 
of post V-E Day production should 
be available in a few days. 


Rhett Boas 


— Afte 
Greenwich, Conn. 
Per Capita Income 
126% Higher « 


than the U. S. Per Cap): 


Income and 


LEADS 

All U. S. Cities 
of 10,000 pop. or ove! 
with a Per Capita Incom 


$2,493* 


It Is Your No. 1 Mark 


*Copyright 1944, Sales Man: 
Survey of Buying Power, fut 
production not licensed, 


GREENWIC ! 
TIME 


AN A. B. C. NEWSPAP! 

Often called “The Best Suburb: 

Newspaper In America 
Nationally Represented by. 
BREWER & KENT, Inc., N¢ 
Boston, Chicago. 
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The Magazines 
Tracked Down 
and Escaped 


321 Killers 
onvict 


fa RONG ONS OO BE HE AS 
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CORRECTION: 322 not 321 


After ad above was prepared, these N.Y. 
clips announced Line-Up’s 322nd capture, 
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Somewhere in America tonight on a quiet street in 
a quiet town—there will be no furtive figure waiting 
in the shadows to kidnap another youngster...nor 
will a lone pedestrian walking in some city park be 
beaten and robbed. 

Certainly not by any one of these 321 desperate 
killers and convicts. They will kill, kidnap, rob no 
more. They’re in jail. Because the files on these fugi- 
tives have appeared in the Line-Up Department of 
the magazines of Macfadden Men’s Group—True 
Detective and Master Detective. 

The readers of these magazines—the nation’s 


RET TERIOR. se 


largest unofficial, self-appointed constabulary —re- 
membered their faces and knew what to do fast. 

The captives to date credited to this Line-Up 
Department have reached 321; one every fortnight 
with clock-like regularity over the last 10 years; the 
publications have paid out more than $32,000 in 
rewards to their readers. 

Publications that steadfastly and tirelessly fulfill 
a great social purpose have a unique place in the 
esteem of their readers. 

That esteem is an important part of the advertiser’s 
franchise in the magazines of Macfadden Men’s Group. 


DEN MEN'S GROUPS 7.2 occc: 
MASTER DETECTIVE a 


HE MEASURE OF A MAGAZINE'S WORTH 


——— 


ITS HOLD ON ITS READERS AND ITS VALUE TO SOCIETY 
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; and consumer advertising drive 
Crossin Leaves Crosley inow being released through But- 


to Head Hamilton Sales ier Advertising, New York. 


Jack F. Crossin, with Crosley 
Corporation, Cincinnati, for the | 
past four years as manager of the | 
refrigeration division, and later ag 
Washington contact on the nego- 
tiation of radio and radar con- 
tracts, has been named national 
sales director of Hamilton Radio 
Corporation, New York. 

The move is part of a postwar 
program for marketing FM and | of 3,002,738, is published by. Lord 
AM Olympic household radios of | Beaverbrook, Lord Privy Seal of 
all types, with an extensive trade! Great Britain. 


To Air Mail ‘Express 
Plans are under way to air mail 
copies of the London Daily Ex- 
| press to 
in the United States for daily dis- 
tribution, according to C. V. R. 
Thompson, chief U. S. correspon- 
dent of the paper. 


about 50 newspapers | 


The Express, | 
with a reported daily circulation | 


No Fourth Quarter 


Paper Cut, and No 
V-Day Relief: WPB 


Washington, Sept. 15.—Govern- 
ment restrictions on paper and 
other pulp products will be neces- 
sary for many months after the 
defeat of Germany, the WPB 


Advertising Age, September 


printing and publishing division 
told representatives of the periodi- 
cal and book publishing commit- 
tees called in to consider fourth 
quarter paper allotments this 
weekend. 

Elaborating on warnings from 
acting WPB Chairman J. A. Krug, 
and Harold Boeschenstein, director 
lof the forest products division, 
officials of the printing and pub- 
lishing division explained that the 
orders would remain in force, but 
|'that consumption quotas would be 
gradually eased as pulp supplies 
permitted. 

The committees were advised 


SELECTIVE 
RAILWAY 


PUBLICATIONS 


Route Your Message tothe Buyers You Want to Reach 


OUR “main lines” of sales communication with the railway industry 
are offered to you by the Simmons-Boardman railway publications. 


One or more of these specialized business papers will meet your railway 
selling needs. From them you can select the direct route to the buyers, 
specifiers and users of your particular products. Each of these publica- 
tions is devoted to the interests of specific groups of key railway men, 
and each one has a selective circulation of railway men with specifying 


and buying power. 


Thus, they enable you to concentrate your railway selling among the 
men you want to reach. For example, a manufacturer of track accessories 
uses the Railway Age to reach top, policy-making railway executives, 
managerial and purchasing officers and uses Railway Engineering and 
Maintenance to reach the engineering and maintenance officers who are 
directly concerned with the every-day problems of the construction, 
rehabilitation and maintenance of railway fixed properties. 


The railroads are doing the greatest transportation job in their history 


All Members — A.B.P. 


All four of the Simmons-Boardman rail- 


association of 


way publications are members 


of the 


Associated Business Papers, a national 


business publications de- 


voted to increasing their usefulness to 


their subscribers and helping advertisers 


get a bigger return on their investment. 


The Association acts as a clearing house 


business paper 


safeguard the 


and, above all 
business press 


the reconstruc 


... but that’s not all! They are planning for the future. Their purchases 


in the first five years after the war are expected to total two billion 


Build 


dollars annually! 


selective selling in the Simmons-Boardman railway publications. 
office nearest you will be glad to furnish detailed information. 


Simmons-Boardman Publishing Corp. 


30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3 


National Press Bldg., Washington 4, D. C. 
530 W. 6th St., Los Angeles 14 


oe i 


a strong railway sales position now through 


Terminal Tower. Cleveland 13 


300 Montgomery St., San 
1038 Henry Bldg., Seattle 1 


Our 


Francisco 4 


for progressive publishing ideas; it con- 


stitutes the only co-operative effort in 


publishing to advance and 


industry’s ethics, to con- 


stantly improve its standards of practice 


, to lend assistance to the 
in its preparations to do 


tion job ahead of it ade- 


quately and well. 


that additional quota ; 
for the fourth quarter , 
be necessary provided ; ae 
agreed to limit their in ies 
to 85% of the amount 
Oct. 1. Paper productio; 
quarter, expected to re fe 
approximately the same 

the current period, will ; 
heavy holiday season 
without this action, it 

plained. 

At the same time, in 
postponed report, the Bore 
print committee of the Ho 
phasized that there must « », 
end-use restrictions on p for 
|publishing purposes. Call 
continued conservation eff, 
a more determined drive 
crease pulp supplies, the 
tee said WPB orders should 
farther than “This is you: 
ment of paper. Use it eco: 
ally.” The committee 
pended further 
after the election. 


ha SUS- 
hearings 


Canada Supply Constant 


At the book committee meeting, 
officials said that the paper situa- 
tion would remain difficult for 
several months despite a number 
of benefits which should accrye 
from completion of the European 
campaign. 

Eventually, it is expected that 
demands for pulp will be consid- 
erably reduced by cutbacks in the 
Army nitration program. It ;: 
also hoped that exports of pulp 
can be eliminated or reduced as 
soon as Scandinavian suppliers are 
free to ship to Latin America and 
Great Britain. 

WPB announced that Canada 
would continue shipping current 
amounts of newsprint paper and 
wood pulp to the United Siate; 
during the fourth quarter. News- 
print shipments total 200,000 tons 
a month, supplemented by about 
60,000 tons produced in this coun- 
try. Canadians are exporting pulp 
at the rate of 1,100,000 tons a year 

Intensifying paper conservation 
efforts, WPB said today that a 
number of cities and towns would 
institute “paper holidays,” on 
which retail merchants will use no 
bags or wrapping paper, except 
for articles that require it for sani- 
tary reasons. 

These holidays, which not only 
save paper, but make the public 
more paper conscious, may last a 
week, a month, or for the dura- 
tion, WPB suggested. State salv- 
age committees will be equipped 
with kits explaining the projects 
to interested civic groups. 


JWT Names Case 
for Ford at New 
Detroit Office 


Chicago, Sept. 14.—J. Walter 
Thompson has opened Detroit 
offices in the LaFayette building, 
it was revealed today, with the 
appointment of Storrs J. Case 


handle the agency’s matters there 
for the Ford Motor Company ac- 
count. 

Harry Mitchell will continue to 


j|have direct responsibility for te 
Ford account for JWT, however, 
commuting between the agencys 
Chicago office and Detro', © 
which “other” Chicago offic: 
bers will be moved shortly) 

Mr. Case, who was ap 
advertising manager for t! 
mouth division, Chrysler Co: pora- 
tion, only two months ag ‘ 
previously sales promotion ma! 
_ager for Nash Motors in Ke 05° 
and with General Motors C0 
poration’s Buick - Olds - J] tac 
division in Detroit. 
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LUNCH TABLE 


TOPICS 


‘elected from September 15th, 1944 


Modern Industry 


20228 


» » Management wants more ag- 


Tomorrow’s Business The chang- | is well pointed out by Henry Ralph, 
i; pace in the war map is being | MI’s Washington Editor in our Gov- 
hed pretty closely by the fast | ernment & Industry article on page 
i ch-abouts in distribution plans | 149. » » Go out and scout your wanted 
») are to take tomorrow’s | stuff aggressively because waiting for 
ducts from factory door to con- | some salesman’s knock is just wast- 
r by a lot of devious routes. ing precious time, the article advises. 


Getting Started Getting | » » And every manufacturer should | innovations illustrate some of the 
the jump in reconverting to | get the WPB Redistributor, a | great advances made in protecting 
civilian goods production | Mimeographed flyer issued peri- | equipment from the perils of water 
and marketing is based on | Odically by each WPB regional | and weather. » » Necessity, that 
obtaining materials and | Office which lists privately owned | prolific mother of solutions, has 
equipment not needed for | 00ds available in the region. » » | turned up sofne beauts. » » For in- 


the war program. » » Dur- 
ing the initial reconversion 
period civilian hardgoods 
production will depend 
heavily on getting hold of 
idle, excess or surplus ma- 


terials and equipment. » » | The plans, the policies and the plot | months, and saved fiberboard, too. 
That this can be managed | of Priorities Regulation 13, WPB’s | * * See “Wartime Packaging, Here 
Redistribution Division, the | to Stay” on page 33. 

SWPA, the designated selling 
agencies are set forth in a clarified | AW Nuts Yes, screws, bolts and 
exposition. 


Packaging Pictures Three pic- | which will make products stronger, 
ture pages of wartime packaging | lighter, last longer, require less 


stance, a group of men decided to 
do something different with toilet 
tissue. » » By compressing it for 
the first time, the new method re- 
leased the cargo carrying capacity 
of one Liberty ship every nine 


rivets too—the littlest rebels of as- 
sembly have had a war education 


See Pages 1 and 2 
Modern Industry—Sept. 15 Issue 


servicing and add a multitude of 
new qualities to catalog and adver- 
tising descriptions. » » To tell the 
complex story, “All Secure” on 
page 42, almost an entire picture 
layout takes up several pages to 
show clearly the what and how of 
a whole new set of warborn fas- 
teners. » » A large part of the cost 
of many civilian products is rolled 
up by charges for putting them 
together in salable form. » » MI’s 
Technical Editor, Bill Blank sug- 
gests that manufacturers design 
products with all the facts and 
factors of fasteners kept clearly in 
mind during the drafting stages. 


gressive sales action in territories 
now held by independent distribu- 
tors. » » It wants outlets for 40-X 
products which can be better con- 
trolled, better allied with the cen- 
tral merchandising force. » » Here 
is some of the fancy footwork in 
the current maneuvering: Stude- 
baker is ready to take over all 
wholesaling functions in its en- 


thusiasm to contact dealers direct. 
» » Tire companies which prewar 
established factory branch outlets 
are planning to expand operations 
in that direction. » » These factory 
branch outlets will provide other 
non-competitive manufacturers 
with strong chains of readymade 
outlets for their products. » » And 
certain wholesale distributors and 
jobbers will take the rap. » » Con- 
versely, jobbers in some lines have 
greatly strengthened their position 
during the war by providing in- 
valuable service. » » So—Sargent & 
Co., New Haven hardware concern 
liquidates its own warehouse 
stocks and will cater exclusively to 
its jobbing trade. » » All evidence | 
turned up by Steve Booke, MI’s 
Distribution Editor and reported 
in “Distribution Changes” on page 
48, points: to more clearly defined 
sales policy for Tomorrow’s Busi- 


| THUMBNAIL 
PORTRAIT 
_ SUGGESTED 


lon 

E xpensive, continuing read- 
er-research turned up an idea 
held by a large number of 
inagement-readers inter- 
wed personaily. Here is 
essence of what they told 
We know from personal 
erience that Modern In- || 
‘rylaysdowneachmonth | 
y-load of ideas, inspira- 
and information. But— 
don’t you put together 
where in the front of 
magazine a thumbnail 
ait of the entire issue. 
would make a fine 
list for us as we don't 
‘ to miss a single item 
our editor-researched 

rial, 


© 


'\ -s Effect September 15th 
ve. See Pages 1 cnd 2 


Tomorrow Is Another... LRA 


] f Spesageon oF TOMORROW are the objec- 
tive realists of today. Their clear 
thinking is not confounded by the emo- 
tional draperies ranging from rosy-pink to 
blackest black which veil the future for 
wishful and fearful thousands. Their sharp 
eyes are seeing further than their noses. 
Their tracks to tomorrow’s goals are being 
laid now. 


You'll find these objective realists holding 
top jobs in the nation’s most important 
manufacturing plants. They are the respon- 
sible management men, the key executives 
in 31,500 plants which prewar produced 
89% of the nation’s manufactured goods 
valued in 1939 at $50 billion. Whatever 
tomorrow's products may be, these plants 
will be making most of them. 


Fifty thousand responsible men in these 
plants (plus routed-copy readers) availed 
themselves of the counsel of Modern In- 
dustry’s editors throughout their plant- 
conversion and production for war. Now 
they are availing themselves of Modern 
Industry's counsel on the best paved 
highways to profits in 40-X. 


RK. O. Eastman Organization. 


Modern Industry’s readers respect Modern management men who secretly and silently 
Industry's interpretative journalism. They are now preparing the shape of tomorrow. 
concede its influence in their decisions, 

their planning, their operations. They ap- Let’s see what the September 15th issue 
prove, more than that—they applaud the has for the sales-minded 


unbiased, objective, unsigned editorial 
offerings on 8 basic fronts of management 
interest, the material for which is field- 
researched in person by our traveling 
staff-editors. 


(] Distribution Changes and What They 
Mean to Your Business.....................00 48 
Field report by MI editors reveals how 
pooled buying and selling, “packaged 


merchandising”, and other key trends 
Common Understanding Opens All Doors are killing old markets and methods, 


Through continuing editorial research* creating new opportunities overnight. 


Modern Industry keeps book on how its 
; - : , Tn () Government 
influential readers receive its editorial 
fare, what their reading habits are, what 
they expect and want. And so—Modern 
Industry's staff-editors average practically 


a mile a word to research-in-person, write, 


Surplus “Junk” May Aid 


You in Reconverting......................066 149 
Where to lock for surplus materials and 
equipment to use in making civilian 
goods, and how to get your share. 


edit and illustrate with story-telling pic- C) Modern Industry Looks Ahead........ 166 


tures and charts, triple-check for accuracy 
and authority . .. just to make sure that 
the reader be pleased. 


Try your wings on staff-written Modern 
Industry for September 15th. It's your op- 


What will happen in civil and war pro- 
duction, consumer buying, prices, profit 


margins, materials after Nazi fall. 


portunity to assay the quality of the M °o d ern | n d us t ry 


editor-researched articles that appeal so The Staff-written Magarine of Jaterpretive Journaliom 


1 


strongly to Modern Industry readers. thy 


347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive «* CLEVELAND 114: 627 Union Commerce Building « PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street «¢ 


ATLANTA 3: 1722 Rhodes-Haverty Building * LOS ANGELE 


S14: 403 West 8th Street 
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The advertisements will appear 
Fall Campaign by in 185 newspapers in 126 cities, 
while posting in 118 city areas 


Norge Cuts Trail will be used. Captioned, “Ready 


for Today,” the new aay — 
tisements will announce that Norge 

to Postwar Sales dealers are now delivering gas 
Detroit, Sept. 14.—In prepara-| ranges to those with OPA certifi- 
tion for a reconversion pace|cates. At the same time, it is em- 
stepped up by the imminence of | phasized that Norge is “Ready for 
Germany’s fall, the Norge division| Tomorrow,” when the company 
of Borg-Warner Corporation is| will resume production of its re- 
directing interest towards its deal-|frigerators, electric ranges, hcme 
ers and distributors with a new|heaters and washing machines. ~ 
national campaign of newspaper The theme of the campaign is 
and outdoor advertising. expressed in the poster design, 


a 


€ oe SPECIALIZED ~ a 
oe te a, 


, Fs 
@ = 2 as55 _- @ 


PUBLISHED FOR BUYERS at 70 BROADWAY, N.Y. 


which cautions, “See Norge Before 
You Buy,” a phrase that also ap- 
pears in the newspaper copy. 

Essentially product copy, the 
main illustration in the newspaper 
ads show a housewife in her 
kitchen using the range now being 
produced. Other appliance use in 
the home is shown in minor illus- 
trations. This is a departure from 
the theme Norge has been using, 
in which the women of America 
were praised for their part in the 
war effort. 

Agency for Norge is Campbell- 
Ewald Company, Chicago. 


Jay Gould Elected V.P. 
in Hunter-Wilson Merger 


Jay Gould, formerly vice-presi- 
dent of Frankfort Distillers Cor- 
poration, New York, has_ been 
elected executive vice-president 
and general manager of Hunter- 
Wilson Distilling Company, New 
York, newly-formed corporation 
effecting a merger of Hunter Dis- 
tilleries and Wilson Distilling 
Company. The new company is 
affiliated with Frankfort Distillers. 


Advertising Age, September 1944 


Tells ‘Human Side’ 
of Steel Industry 
in 487 Dailies 


New York, Sept. 12.—United 
States Steel Corporation is placing 
the first of a series of four adver- 
tisements depicting the “human” 
side of the steel industry this 
week in 487 newspapers in 376 
cities from coast to coast. Inser- 
tions are scheduled to appear 
every two weeks. 

First in the series is a 360-line 
ad captioned, “5,516 War ‘Vets’ 
Already Re-hired by U. S. Steel” 
and showing a smiling workman, 
veteran of Guadalcanal, Tulagi 
and New Guinea, back on the job. 
Subsequent insertions will feature 
safety and production accomplish- 
ments. 

The campaign is under the 
direction of J. C. MacDonald, 
assistant to chairman in charge of 
public relations, who said the com- 
pany is using smaller space than 
formerly because of the paper 
shortage. 

Batten, Barton, Durstine & Os- 


5,516 War “Vets” Already Re-Hired by |) : sel 


Veteran of Gvedeiconal, Tulagi and New Guinea, Marine Raider 
was down six times with malaria, and finally given a medical dischasp- 
home, he went to work at « McKeesport, Pa, plant of U.S. Steel 4; 
is much like that of 5,515 other war veterans who have come bec. 


training in the skills for which they are best suited. way ’ 
cS) UNITED STATES Orem 
| 


HUMANIZER—This is the first in U. S. 
Steel's series of four newspaper ads 
depicting the human side of the stee! 
industry. Batten, Barton, Durstine § 
Osborn is the agency. 


SALVAGE ALL WASTE PAPER | born is the agency. 


No. 12 of the SEEDS series. 


SEEDS 


IN THE FIELDS | r 
OF PLASTICS 2 Z 


= 
_- 
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AND THOSE FALLING UPON GOOD GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


TEST TUBE FABRICS 


From the viewpoint of adaptability, mod- 


ern theory holds that synthetic fibers are 
more conformable to man’s requirements 
since they are limited only by the degree of 
imagination and knowledge of the chemist 
and physicist; whereas, natural forms are 
extremely limited by their rigid structural 
characteristics. 

A comprehensive survey of the many 
types of synthetic fibers appears in Sep- 
tember Modern Plastics. The future of syn- 
thetics is projected as extremely important 
since synthetic production does not depend 
on the vagaries of climate, crop or govern- 
ment subsidy. Closely integrated produc- 
tion of synthetics as opposed to decen- 
tralized production of natural fibers, 
eliminates many middle men. Some raw 
materials manufacturers even maintain 
their own weaving machines. 


NEW ANGLES IN PLASTICS 


Propeller protractors are extremely im- 
portant in checking the angle of pitch on 
war plane propellers and in synchronizing 
propellers on multi-engined planes. Orig- 
inally made of aluminum, this item was 
converted to plastics early in the war... 
This speeded production considerably be- 
cause the fine calibrations are accurately 


stamped on the plastics, whereas on alumi- 
num they had to be individually engraved. 
Plastic protractors utilize less man hours 
of labor per instrument as well . . . Plastics 
also stand the required temperature cycle 
from —58°F to +158°F, 


SHEEP IN PLASTIC CLOTHING 


Sheep skin that you can’t tell from beaver! 
Lynx for the price of lamb!—these are the 
possibilities of new processes which react 
sheep skin and lambs wool to form a 
thermo-setting plastic. Various re-agents 
produce lustre, curl, water repellance, 
wear resistance, moth-proofing. Even lux- 
ury furs can be improved without changing 
natural beauty. 


METALLIZED PLASTICS 


Not generally known is the fact that metal 
can be bonded to a plastic. One company 
has developed a spray method of deposit- 
ing molten zine on a curved plastic surface 
—with successful results. This process is be- 
ing utilized in war work—has post-war 
luxury possibilities. 


ADD PLASTIC PRODUCTS 


(1) Aireraft signal lights. (2) Oil bottled 
army rifles. (3) Transparent 18-ft. model 


EAST 42nd STREET «© - fied Ne 17, N. 


of Victory ship. (4) Pilot pedestal instru- 
ment panel for aircraft printed with fluo- 
rescent pigment. (5) Hoppers for auto- 
matic commercial laundry machines. (6) 
Case for ear plugs. (7) Automobile pres- 
sure controls to save gasoline. (8) Har- 
monicas. (9) Alignment tools for radio 
technicians. (10) Lip rouge boxes. (11) 
Electro-plating computer. (12) Lining for 
treatment tanks, (13) Telegraph thimble 
tape cutters, 


PLASTIC TIPS 


The American Lead Pencil Company has 
decided to stay with plastics for pencil fer- 
rules (the little top on your pencil which 
holds the eraser). Plastic ferrules have a 
wider color range—and are quicker and 
cheaper than metal to manufacture and 
assemble. The actual material cost is lower 
because of the light weight of plastics— 
plus the fact that scrap materials can be re- 
ground and re-used. 


SEEDS 


Should the subject of any of these scattered 
briefs prompt you to seek complete details 
—please feel free to call upon Modern 
Plastics’ staff members. Your inquiry will 
be accorded prompt and personal response. 


Stuhler and Morris 


Join Bates Agency 


William R. Stuhler, formerly in 
charge of radio for Young & Rubi- 
cam, New York, and most recently 
radio assistant to the general ad- 
vertising manager of General 
Foods Corporation, has joined Ted 
Bates, Inc., New York, as vice- 
president in charge of radio pro- 
duction. 

Seymour Morris, former assist- 
ant to Gardner Cowles Jr., presi- 


|dent of the Des Moines Register 


and Tribune, Look and the Iowa 
Broadcasting Company, has joined 
the agency as account executive 
on Standard Brands. Mr. Morris 
was previously advertising liaison 
officer for the OWI, and account 
executive at Compton Advertising, 
New York. 


San Francisco 
Radio Picture 
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Tue Pace of human progress is tied to what goes on in the minds of men. 


Public opinion makes war and peace and treaties and trade. It wins elections, 
makes and breaks leaders and faiths and philosophies. 

And public opinion is simply what men believe in their minds about the world | 
they live in. 

That is why full reporting and interpreting of the news has become one of | 
the world’s great forces for human good. It is why you yourself must know 
your world before you can hope to shape your ends. | 


It is why America’s magnificent working press dedicates some of the ablest 
e 0 e people on earth to the fearless, tireless, 24-hour-a-day job of getting you the news. 
. And it is why we have made Newsweek the kind of magazine it is—to do its 
special share of the task. 


You must have the news without distortion—either deliberate, accidental, or 
* careless. You must have the news with full interpretation of significance, in so far 
as skilled interpreters can give you that. You must have the news with as much 
0 nan iil forecast of human portent as it can decently be given. | 
And that is what Newsweek will give you—as it now gives millions of the 
best-informed people in the world. 


ee SS = = 
= 


= 


lies here..... - 


¢ 
¢ 
¢ 


*In designating the readers of NEWSWEEK as Significant People, we merely compress into NEWSWEEK... 
two words their all-around “far-above-averageness”— both mental and material. te seneet 
The intrinsic character of NEWSWEEK attracts such people naturally. Their unusual aie 


to interpret, . 
to forecast the truth a 
of human affairs | 

for America’s 

Significant People* 


“mental acquisitiveness,” and their eager interest in the new, are qualities that make 
them especially receptive to your advertising. Qualities which have led them to NEWSWEEK 
in such numbers that its circulation has risen 78% in six years, while its advertising 
revenue (among all general magazines) has advanced from twenty-second to fifth place. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
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appointments, announced 


Sales Trio Named »,°@ 1° Prat Hudson's general 


as Hudson Gears 


for Postwar Boom 


Detroit, Sept. 14.—Expanding 
its sales program for the postwar 
period, Hudson Motor Car Com- 
pany has added three new divi- 
sional sales managers to its field 
organization. 


a | 


| 


Complete Coverage 
of one of the 
greatest 

post-war industries 


| 


‘factory representative, in 


sales manager, place C. A. J. Had- 
ley, formerly Milwaukee zone 
manager, in Chicago as sales man- 
ager of the northwest division; 
E. J. Beguhn, formerly a special 
Wash- 
ington, D. C., heading the south- 
east division; and W. S. Milton, 
formerly St. Louis zone manager, 
in St. Louis in charge of the 


|southwest division. 


Galloway to.-G-E Supply 


James F. Galloway, formerly 


'|sales manager of the heating and 
|air conditioning department, Gen- 
| |eral Electric Company (metropoli- 
'|tan branch), has been appointed 
|'manager of traffic appliance sales 
|for General Electric Supply Cor- 


poration in New York. 


| Burbach to McCann 


George M. Burbach Jr., eastern 


|sales service supervisor of Mutual 


Broadcasting System for the past 
year and formerly with National 


|| Broadcasting Company, has joined 


neg |the radio department of McCann- 
1328 Bway, New York __j | Erickson, New York. 


Visual Aids Used 
by Assemblers 
Increase Output 


Chicago, Sept. 13.—To eliminate 
“tinkeritis,” promote speed, ac- 
curacy and efficiency in the war- 
time servicing of vital precision 
equipment, simplified visual aids 
are now being used by assemblers 
and mechanics in war plants and 
in the armed forces afield. 

One of these aids, used by Ben- 
dix Aviation Corporation, among 
others, is a diagram of proximate 
relations of parts termed the “ex- 
ploded view” type of manual. It 
is produced by Tempo, Inc., Chi- 
cago. 

According to Bendix officials, 
“the use of these and other new 
clear-cut instruction techniques 
by the corporation and its sub- 
contractors have made it possible 
to mass produce injection car- 
buretors for Allied forces on a 
scale hitherto considered impossi- 
ble.” 

An 11-year-old boy, employing 
an “exploded view” chart in a 


Advertising Age, September 


demonstration here yesterday, 
amazed an audience of technicians 
by assembling a 500-part Bendix 
injection carburetor in some 90 
minutes. 

Manufacturers of highly techni- 
cal equipment assert that the new 
manuals allow mechanics to grasp 
almost at a glance the relation- 
ships of parts without having to 
translate the detail of engineering 
drawings, and predict countless 
uses for the aids in peacetime 
commercial channels. 


IBM Promotes Dow 


Ralph S. Dow, for the past seven 
years manager of International 
Business Machines Corporation’s 
electrical accounting machines 
division, has been promoted to 
Pacific manager of the company 
at San Jose, Cal. 


Maynard Rejoins NBC 

George Maynard, assistant pro- 
duction manager of NBC before 
entering the Army in April, 1942, 
has resumed that position, replac- 
ing Bruce Kamman, now with 
NBC in Hollywood. 


TELEPHONE LINES ON BOUGAINVILLE 


The farther our forces advance, the 
more wires, telephones and switchboards 


>> Satbe 


they need. 


That’s why many at home cannot get 
telephone service and may not be able 
to get it for some time. 


But the public takes the inconve- 
nience in fine spirit, and knows that 
the Bell System is doing all it can and 
will do all it can. 


We have been associated with -the 
American Telephone and Telegraph 
Company for 36 years. 


San Francisco 


& 


on Fant 4 


N. W. AYER & SON, INC. 


Philadelphia New York Chicago Detroit Boston 
Hollywood Honolulu 


London 


Postwar Selling 
Career Lauded jp 
Book by Osborne 


Chicago, Sept. 12.—‘Se] 
a Postwar Career,” by D 
Osborne, training director of the 
Studebaker Corporation, ar p 
president of the National Socje 
of Sales Training Executives, has 
just been published by Dp rtnel] 
Corporation, Chicago. 


Faced with the problem of 
rebuilding and enlarging sales 
organizations, manufacturer . 


; are 
anxious that the young men whose 
first work was fighting an enemy 


or war workers who will need io 
seek different work when peace 
comes, or youngsters just ready 


to find jobs and older workers 
who feel they are in a dead end 
will be made to realize that selj_ 
ing in postwar America offers 
unbounded opportunities. The 
Osborne book answers the ques- 
tions of the timid and skeptical 
pointing out that the salesman js 
“an integral part of the business 
structure” and is an apprentice for 
eventual leadership in business, 

Actual selling methods are only 
briefly touched upon, the author 
assuming such information wil] 
be gained from other sources, but 
emphasis on the qualities needed, 
and how experience and skill can 
be gained, plus the advantages of 
careful groundwork and advanced 
planning, are highlighted. The 
book sells for $1. 


‘Washington Star’ 
and Store Join 
in G. I. Tabloid 


Washington, D. C., Sept. 12— 
The first edition of the overseas 
tabloid weekly of The Evening 
Star came off the presses Sept. 6, 
containing eight pages of news, 
pictures, comics, sports and fea- 
tures. It is a cooperative effort, 
with editorial content, composition 
and makeup provided by The Eve- 
ning Star, and paper and printing 
provided by Lansburgh’s depart- 
ment store in Washington. 

Distribution of the tabloid is 
handled free, through a_ special 
booth set up for the purpose in the 
department store, and over The 
Star’s business counter. Complete 
mailing facilities, including en- 
velopes, are provided by the store 
and cards are available for indi- 
viduals to make requests to have 
copies reserved for them each 
Wednesday. A limit of 12 copies 
per person was imposed to insure 
equitable distribution, but circula- 
tion eventually is expected to 
reach 50,000 weekly. 


The paper weighs one ounce 


and may be sent first class for 3c 
postage or air mail for 12c. Its 
only advertising is the line at the 


bottom of page one: “This edition 
prepared by The Evening Star and 
presented by Lansburgh’s.” 


11 Join CCA 


New members of Controlled Cir- 
culation Audit, Inc., are Combus- 
tion Engineering Company, New 
York; H. J. Heinz Company, Pitts- 
burgh; James Mfg. Company, Ft 
| Atkinson, Wis.; Southern Califor- 
|nia Edison Company, Los Anzeles: 
| Aitkin-Kynett Company, Phi) adel- 
phia; Benton & Bowles, New York; 
|Leo Burnett Company, C! 
| Charles M. Gray & Associat« 
| troit; L. G. Maison & Co., C! 
| Brewers’ Journal and Die C 
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MEN OF AUTHORITY 


Men of Authority lay out the future and 


1E 


€ better and is 
ly trustworthy. '' 


th, President 
GUTH COMPANY 


themselves must be authoritative. 


base their decisions on forecasts which of 


In The 


United States News they get authoritative 


pre-views of important things that are liable 


to happen in 1945, in 1946, in 1947 .... 


ORIGINAL 


In the 6 issues, June 9th through July 14th 
inclusive, these typical articles, based on 
original material, original research and 
original analysis has helped many a man 
of authority: 
WHEN WAR ENDS 
WOMEN: KEY VOTERS 
OUR SETBACK IN CHINA 
SURPLUS RAW MATERIALS 
RISING BOOM IN A FAR LAND 
WORLD MONEY CRISIS AHEAD 
END OF RUBBER FAMINE 
UNEMPLOYMENT INSURANCE 
VETERANS’ POSTWAR GRUBSTAKE 
CLOSE-UP OF INVASION 
POSTWAR BOOM FOR COLLEGES 
NEW HIRING CONTROLS 
ANALYSIS OF THE FEDERAL BUDGET 
FUTURE OF WAR PLANTS 
HURDLES FOR LIBERATED FRANCE 
GROWING TASK OF UNNRA 
INSURANCE: ANTITRUST TARGET 
VETERAN REHIRING POLICIES 


COOPERATION BETWEEN JU. S. & 
MEXICO 


CUTBACK IN JOBS HEAD 
TIMETABLE OF PRODUCTION 


Daniel Ul 1 si 


) ' ; a7 
President 1 wa id ri mo 


30 Rockefeller Plaza, New York 20, N. Y. 


S OF NATIONAL AFFAIRS—more 
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$145-5180 Billion 
Seen as Size of 
Postwar Product 


Chicago, Sept. 12.—Walter F. 
Crowder, of the Bureau of For- 
eign and Domestic Commerce, has 
prepared some unusually interest- 
ing estimates of postwar business 
volume, based on maximum out- 
put determined by available man- 
power, and a lower figure assum- 
ing unemployment as high as 12,- 
500,000. His estimates were re- 
ported to the Chicago Industrial 
Advertisers Association last night 
by Arch M. Morris, publisher of 
Mill Supplies, in which Mr. Crow- 
der’s analysis will shortly appear. 

Taking gross national product 
rather than net national income as 
the basis for his figures, Mr. 
Crowder places the 1943 total at 
$200 billion. Assuming that 1947 
will be the first full year of peace- 
time operations, he fixes the avail- 
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able labor force at 60,000,000, and 
with 2,500,000 still in the armed 
forces and 2,500,000 unemployed, 
the number engaged in civilian 
employment would total 55,000,- 
000. On this basis the maximum 
output, based on 1944 prices, 
would be $180 billion. 


High Level at Worst 


If our economy is not function- 
ing at a higher level than in 1940, 
we will have 20,000,000 unem- 
ployed in 1947, Mr. Crowder be- 
lieves. However, he regards 12,- 
500,000 unemployed as the resist- 
ance point, at which positive 
measures would be taken by the 
government to arrest and reverse 
the deflationary trend. If unem- 
ployment is held at that figure, 
the gross national product for 1947 
would be $145 billion. This com- 
pares with a gross national prod- 
uct of $88.6 billion in 1939. 

On the basis of the minimum 
activity forecast by Mr. Crowder, 
Mr. Morris estimated that the 
sales of mill supply houses, which 
follow industrial production fig- 
ures very closely, would be $1.55 
billion, compared with a 1939 vol- 
ume of $890 million and a 1943 
gross of $2.11 billion. 


Its 50,000 watt, clear-channel 
signal carries KFI to Southern Cali- 
fornia’s eleven-county agricultural 
population ...and its intelligently- 
planned Public Service program- 
ming to agriculture brings this in- 
dustry to depend upon it. 

Instantaneous mass communica- 
tion from one source to growers : 
and stockmen throughout the en- ers 
tire Southern California region is 2 
vitally necessary to this specialized 
1 billion dollar industry. 


Hence KFI’s public service obli- 
gation ...its privilege... its oppor- 
tunity to build rural listener loyal- ¢é 
ties. 

Local programming in the par- 
ticular interests and welfare of local 
listeners... plus the popularity of 
its NBC offerings...accounts for | . 
KFI’s leadership in not only the aie alee 
Hooper-surveyed metropolitan dis- ) 
trict but in the rural areas of ap- 
proximately a million people. 


$0,000 WATTS + CLEAR CHANNEL + 640 KILOCYCLES 


erte ©. Qasthiny, ne 


EDWARD PETRY AND COMPANY, 


PUBLIC SERVICE PROGRAMS FOR THE AGRICULTURE INDUSTRY 


The KFI Noon Farm Reporter, aired daily from 12 noon until 
12:15 PM., is built upon a constant supply of up-to-the- 
minute information received from authoritative sources. It 
presents : news, information on grower-practice, market quota- 


tions, weather forecasts. 


Through the winter season KFI interrupts its commercial pro- 
grams to bring nightly frost warnings (8:00 RM., November 
15 through February 15) to growers of citrus and other frost- 
tender crops throughout California and Arizona. KFI is the 
only station broadcasting this regional service and it is the 
only station needed to cover all of the frost areas in these states. 
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INC., NATIONAL REPRESENTATIVES 


The publisher made a eq {,, 
greater cooperation on th art of 
manufacturers with their  -;;;,, 
tors, so that the latter Ly 
fully informed as to polic) — pyog_ 
ucts, sales plans and adve. .. 

“There are a number o 
facturers who are workin: {e}jj. 
gently with their distribut .” ), 
said.. “They are doing eve yt) 
possible to keep the distrib, 
to date on the products th: map. 
ufacture, the markets th: 


hav 
developed as a result of | whe 
and the competitive situat both 


as to products and marke: 


Many Conduct Schoo! 


“They are pointing out ‘). ag- 
vertising being done in 
markets and how it helps lis. 
tributor. In other words, they are 
merchandising their advertisin« 
their distributors. They are also 
working closely with them the 


matter of proper cataloging and 
the use of dealer helps. 
“Some manufacturers are con- 


ducting schools for distributor: 
salesmen, where they get very 
complete instructions on products 
and product application and a rez) 
picture of the manufacturer: 
operations. Distributors pay the 
expenses of the salesmen coming 
and going. The manufacturer 
generally pays the expense while 
the distributor salesman is there. 
Notable examples in this territory 
are the schools being conducted 
by Delta Mfg. Company, Dodge 
Mfg. Company and the Carboloy 
Company.” t 


Dorr Appoints Tyson; 
Jones Joins Agency 

Dorr Company, New York engi- 
neering company and manufac- 
turer of processing equipment has 
appointed O. S. Tyson & Co., New 
York, to direct its advertising ir 
business papers of the chemical, 
metallurgical, industrial and sani- 
tation fields. 

Alfred M. Jones, recently dis- 
charged from the Navy and before 
that in engineering, advertising 
and sales promotion work in Can- 
ada for 12 years, has joined the 
Tyson agency. 


INFORMATION 


FURNISHED 
PROMPTLY 


What kind of data do you 
need for present or post- 
war planning? 


No doubt you are thinking 
about an expansion pro- 
gram in the central-west 
... say Indiana and Mich- 
igan? 


We are prepared te fur- 
nish or secure in d>tail 
promptly and accuré tely 
almost any inform. tion 
you may need on 2) In 
diana and 25 Mic’ gan 
markets. 


Write or phone 
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| A BASIC TRUTH 


For Business Executives 
ABOUT 


Chicago's Basic Advertising Medium 


Wf 
i] But sevecteD Mass. The 


ii } 
: 
fF, 


IJ Chicago Daily News 


Circulation TePFesents 


PREFERRED coverage jn 


ee RE recent 
a 4 4 
A 


xhe most PRODucTyvE \ 


proportions as related \\\ 


QU Tue Daily News selected mass circulation means selected 


homes. It means more than a million reader-friends. It means 


Chicago's key-audience. It means an average of 3 readers per 


ig copy and, therefore, maximum economy for the advertiser. For 
Va these reasons advertisers have, for 43 consecutive years, placed 
. more Total Display linage in The Daily News than in any other 
Chicago newspaper — morning, evening or Sunday.* It is their 
' conviction, year in and year out, that The Daily News is i" Iogyomed 
i CHICAGO’S BASIC ADVERTISING MEDIUM xem 
ly, 
on 
In- 


j THE CHICAGO DAILY NEWS 


LY NEWS PLAZA: 400 West Madison Street, CHICAGO 
[ROIT OFFICE: 7-218 General Motors Building 


FOR 68 YEARS CHICAGO'S HOME NEW 
ITS PLACE IN 
RESPECT AND TRUST 


THE HOME IS ONE F 


NEW YORK OFFICE: 9 Rockefeller Plozc 
SAN FRANCISCO OFFICE: Hobart Building 
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Member Audit Bureau of Circulations, Associated Business Papers, National 
Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., Chicago 11 (Del. 1337); New York, 330 W. 42nd St., 
New York 18 (Br. 9-6431); Washington editorial office, 1226 National Press Bldg. 
Washington 4 (Re. 7659). 

G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, 
O. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 


Editorial Department: S. R. Bernstein, Editor. Lawrence M. Hughes, Executive 


Editor. 


John B. Miller, Managing Editor. 


Stanley E. Cohen, Washington Editor; 


Murray E. Crain, Emily C. Hall, Doris Lawton, James McGuinn, John Markland, 


Associates. Correspondents in All Principal Cities. 


Advertising Department: Charles B. Groomes, Advertising Director. J. P. Dobyns, 


Manager Sales and Service. 
Maurice F. Lunn, T. K. Worthington. 
Manager; J. F. Johnson. 


New York: Carl Doty, Eastern Advertising Manager; 
Chicago: O. L. Bruns, Western Advertising, 
San Francisco (4): Simpson-Reilly, Ltd., Russ Bldg., 


Wm. Blair Smith, Manager. Los Angeles (14): Simpson-Reilly, Ltd., Garfield Bldg., 
Walter S. Reilly, Manager. 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Trade Mark Registered in U. 8. Patent Office 
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| 


"Next time you stuff the turkey with Spam open the cans!" 


Advertising Age, September 


Pfe. Frank A, Hewitt in Our Army 


Vol. 15, No. 38 


/ September 18, 1944 


10 Cents a Copy, $2 a Year 


Product Advertising Now 


There is every indication that 
reconversion of industry from war 
to civilian production will move 
forward rapidly, and the fast prog- 
ress of our military forces in Eu- 
rope gives promise that the war in 
that part of the world will be over 
in the near future. Thus the re- 
conversion process is right on our 
doorsteps and the urgency of both 
production and marketing plan- 
ning is therefore even greater than 
has been predicted in these col- 
umns and elsewhere for many 
months. 

We believe that specific postwar 
planning by most companies has 
been carried forward intelligently 
and aggressively, and that, in spite 
of criticisms regarding the inade- 
quacy or inaccuracy of many 
plans, thousands of manufacturers 
are now prepared for the change- 
over, from the standpoint of know- 
ing what they will make, how they 
will sell it and how it will be dis- 
tributed. That is why we believe 
that many advertisers are in a 
position to start telling their post- 
war product stories today. 

More product advertising is 
appearing at present than at any 
time since Pearl Harbor. Manu- 


facturers who know that rnarkets | 


must be preconditioned and pre- 
sold have been giving the public 
advance information on the im- 
provements which may be ex- 
pected when their consumer prod- 
ucts are again available for gen- 
eral distribution. 

We believe that while it may 
not be possible in every case to 
lay down exact specifications and 
prices of the new and improved 
products which manufacturers will 
shortly be able to offer, it is de- 
cidedly' good business to give the 
public as early a preview of what 
is coming as possible. The stimu- 
lation of interest and desire on the 
part of consumers, the develop- 
ment of enthusiasm among sales 
and distribution organizations, and 
the translation of general accept- 
ance of a type of product into de- 
mand for a specific brand all sug- 
gest the advantages of gearing 
advertising promptly to the great 
task of marketing which will con- 
front American business in the 
immediate future. 

The public is hungry for this 


|kind of news, and advertisements 


carrying as much product infor- 
mation as possible will be met, we 
predict, with the highest reader 
interest ever recorded. 


Why,the VD Campaign Failed 


In the September 11 
ADVERTISING AGE it was reported 
that the campaign to educate the 
public regarding venereal diseases 
and to assist in stamping out this 
blight on modern 
which had been offered for spon- 
sorship by the War Advertising 
Council, in cooperation with 


issue of|use of 


civilization, | 


advertising facilities and 
talents. 
The decision not to 


The 100 Proof Spirit 

Come “V” Day and Louis Schul- 
man will be introduced by the 
phrase, “Shake the hand that 
slaked the thirst of 1,000 friends 
on ‘V’ Day.” 

Mr. Schulman, New York, Phila- 
delphia and Camden, N. J. paper 
manufacturer and distributor, fig- 
ures he’ll be unable to reach all 
his customters and friends on “V” 
Day to mark the occasion, so he 
is sending them a “package” 
labeled “Do Not Open Until ‘V’ 
Day.” In a letter calling attention 
to the specially wrapped gift, Mr. 
Schulman invites his friends to 
drink with him in victory, and he 
says, “When I cannot be with you 
in person, at least I want to be 
with you in spirit and drink to 
your health, happiness and the 
safe return of all of yours.” 


Fun in India 


Members of the Adcraft Club 
of Detroit got an insight into the 
publishing troubles of the Army 
in India from a letter written by 
Adcrafter William A. Frank, now 
in charge of public relations, in- 
cluding publication of “The Tiger 
Rag,” at a base in India. 

“The shop which does my print- 
ing involves a 
which is just a wild scramble past 
trucks, ox carts, ghurries, rick- 
shaws and through streets teeming 
with people,” he wrote. “One feels 
on arriving that he has really 


|} accomplished something by getting 


promote | 


sponsorship of the campaign does | 


not mean that the War Advertis- 
ing Council and the government 


|agencies with which it cooperated 


the | 


Office of War Information and the | 


United States Public Health Serv- 
ice, had been dropped. Apparently 
advertisers were convinced that 
opposition from important groups, 
such as that reported from The 
Catholic News and other religious 
publications, would make it inad- 
them to the 
campaign, regardless of its highly 


visable for sponsor 
desirable objectives and the great 
service which it would undoubt- 
edly have rendered to the public. 
that the 


ign was wrong In conception 


This does not mean 


npa 


Y 
Call) ) 


or execution, but simply that under 


the conditions it was impracticable 
to present it, from the standpoint 
of the advertisers who have con- 
tributed over $600,000,000 thus far 
» the work of promoting national 
time objectives through the 


were wrong in their 


there in one piece. The building 
is full of rooms with ceiling-high 
shelves of wooden galleys with 
type in English, Chinese, Burmese, 
Hindustani, Bengalese, etc. 


|seem to save everything and it has 


gathered dust through many pre- | Want in the Postwar World.” 


; monsoon seasons. 


belief that | 


the public needs education on how | 


to stamp out VD. 


|that the public, or at least an im- 


portant segment of it, is not yet 
prepared for frank discussions of 
health problems. 
tional reactions too often obscure 
We 
inherited 


public Emo- 


scientific facts. cannot ex- 


ta- 
boos and prejudices, nor to uproot 


pect to eliminate 
ignorance of public health meas- 
ures, over night. Even a war does 
not change preconceived ideas on 
social subjects, and advertisers are 
the first to realize it. 

Social necessarily 
slow, because it takes time to build 
acceptance for But 
progress is constant, and advertis- 
ers have the satisfaction of know- 
have 


progress is 


new ideas. 


accelerated it 
during peacetime and war periods. 


ing that they 


It does mean | 


“The workers talk very little or | employes 


ride downtown | 


| 000 “three-cornered pants” 


tive. 
its eyes is familiar. 
on the udder side don’t fool me. 
It may be my Uncle Herman... 

“Friday night comes. The paper 
is on the presses and everything 


I look closely. The gaze in 
The spigots 


is running smoothly. We go out 
to eat and when we get back the 
men are all sitting about talking. 
They thought we were going home 
so they quit, hoping to finish the 
job before we got back in the 
morning. We are tired. India’s 
heat is not too kind to us, but 
we start all over politely coax- 
ing, begging, raving, threatening. 
Finally the paper is out and we 
drive back to the base in the 
moonlight. Gone is the dirt and 
squalor in the half-light of the 
moon and India is a fanciful 
oriental paradise.” 


Jottings 
News that the diaper service 
industry is observing its 15th an- 


niversary this year brings forth 
some interesting diaper data from 
Bert Nevins Associates, which is 
handling publicity for the indus- | 


into a personal diaper service for | 
a Bonoff baby and later, three New | 
York hospitals. The big “little | 
business,” doing a gross of about! 
$10,000,000 yearly, boasts 25,000,- | 
in use 


by more than 200 diaper services 


| the 


| 
} 
! 


They | 


throughout the country. Some of 
anniversary promotion in- 
cludes a contest for the prettiest | 
baby in diapers, local theater com- | 
petitions for fathers, and an essay | 


The following documen 
be secured without charg 


companies sponsoring th: 
through ADVERTISING AGE, 
national advertiser or adv: 
agency executive writing 
business letterhead. 


No. 2397. Postwar Pattern fo, 


Angeles. 
This market study, issu 
the business research divi 
the Los Angeles Herald - £2 


dips into the history of pasi 
formances to cut a postwar pa 
for the Los Angeles market, {: 


, 1944 


tern 
ac- 


ing its prewar progress in popula- 
tion and industry and describing 
the changes and growth brought 


about by war industries. 


The ma- 


terial includes a tabulation of Los 
Angeles County market data and 
graphic comparisons between the 
Los Angeles market and others in 


the country. 


No. 2398. How Pencils Are Being 


Sharpened for 
Competition. 


Tomorrow’s 


Prairie Farmer and Station WLS 
have issued this booklet, whic 
contains some suggestions for ad- 
vertising and sales managers on 
possible postwar changes affecting 


new 
selection. 


No. 2399. Who and Why? 


sales planning and media 


Parade, in this folder, lists its 
1944 advertisers and reports the 


“why’s” 
merchandising 
data, cost, etc. 


No. 2400. 


support, 


in terms of readership, 
market 


Selling the Latin 


American Petroleum Industry. 


This file-size booklet, issued by 
Petroleo Interamericano, offers in- 
formation on the publication’s edi- 
torial content, circulation and me- 
chanical requirements, along with 
helpful data on the market it 


covers, 


No. 2385. 
Speaks. 


Wartime Grit America 


Grit has issued its 9th annual 
'try. Morris Bonoff and his three 'e@der survey, in which 17,366 
brothers started the original diaper | small-town | families waawer the 
service back in 1929 when they | 4ueStions: “What will small-town 


turned their linen supply business |*™erica. buy when the war is 
over, and what makes?” “How are 


‘contest for mothers on “What We |@"4 advertising of grocery 


Mutual Broadcasting Syst em 
and officers 


have an) 


no English. We get a proof from | added interest these days in waste | the Philadelphia Record. 


the composing room and make | paper salvage now that the WPB 
corrections—and after a few hours| has approved 


it comes back, no corrections! We 
repeat, we try to explain, we coax, 
we rave, we rant and we tear our 
hair. Finally we threaten little 
Shambu with bodily violence. He 


smiles, looking over or under his | 


glasses, and says, ‘Oh my God, my 
aching back!’ 
heard it we still have to laugh. 
In desperation we go in and make 
the corrections ourselves. 


same story. A belt slips or some- 
thing gives on the ancient German 
or Jap presses and the bedsheet 
be-diapered pressmen sit on the 
floor to discuss it. They forget to 
go back to work and so we end 
up by fixing the machinery. 

“A cow walks in dreamy-eyed. 
No one will chase it out. It is 


holy and may be someone's rela- 


| than 
Often as we have! 


“Paper Troupers,” | 
written by MBS composers Sunny | 
Skylar and Henry Sylvern, as the 
official marching song of the waste | 
paper drive. The two network | 
composer - conductors wrote the! 
song as their bit in rallying more | 
10,000,000 kids this fall to| 
participate in the salvage drive... 

The power of the radio “soap | 
opera” on the American housewife 


}is a well-known and oft-disputed 
“In the printing shop, it is the} 


subject, but its influence reached 
a new high in a small South 
American town, where ardent fol- 
lowers of one of the American 
radio serials were so overcome 
with grief when a character of the 
soap opera passed away, that the 
entire town went into mourning 
right after the broadcast, accord- 
ing to Louis P. Dillon of McCann- 
Erickson’s Buenos Aires office. . . 


New York Mirror, covering t 
half of the year through Ja 
1945, indicates special da) 
weeks for merchandising ' 
public and parochial schoo 
days and other information 


various brands moving off the 
shelves?”; and “How big are Gril- 
America families and what are 
their occupations?” The publica- 
'tion’s editorial setup, features and 
fiction are .described, along with 
some advertising success stores. 

No. 2347. The Purchase Is the 

Payoff. 

Importance of the distri “ors 
ucts, as well as its part in the local 
marketing picture, is stressed 0 
this new brochure prepar«! by 
No. 2316. War Broadcastin  Ac- 

tivities—1943. 

KMBC, Kansas City, in th an- 
nual report details its manifo | - 
tivities in radio’s second ye! % 
war, including support of a 4 
serving home front projects 
No. 2331. Democracy in Aci '". 

The story of KYW, Philade 0% 
and its achievements in edu 80? 
by radio are told in this ‘U 
trated, two-color booklet. 

No. 2392. New York Ret 
Calendar. 
This calendar, issued | 
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Advertising Age, September 18, 1944 


Pritchard Manages 
G-E Appliances 
in Sales Changes 


pridgeport, Conn., Sept. 14.— 
© jt. Pritchard, vice-president of 
Ge eral Electric Supply Corpora- 
Hon. has been appointed to the 
' --created position of general 

manager of the appliance 
nerchandise department, 
noaking one of the major per- 
-«,onel changes effected in the 
i appliance and construction 
! ial sales organization of 
( ral Electric Company. 

M. Sweeney, manager of the 
! ehold refrigerator division 
e 1937, has been named man- 
of sales of all major appli- 
ances. C. W. Theleen, appointed 
manager of electric sink and cabi- 
et sales in 1939 and named coor- 
dinator of the grenade launcher 
section at Bridgeport in 1942, has 
been designated as manager of 
sales of all traffic appliances and 
vacuum cleaners. Mr. Sweeney 
and Mr. Theleen, as well as J. H. 
Crawford, who continues as man- 
ager of sales of G-E construction 
materials, will be responsible to 
Mr. Pritchard. A. C. Sanger, ap- 
pliance sales manager for the past 
year, has resigned. 

A. L. Scaife, formerly merchan- 
dising manager of home appli- 
ances, has been advanced to mer- 
chandising manager for the entire 
appliance and merchandise de- 
partment. L. H. Miller, newly- 
appointed manager of the house- 
hold refrigerator division, has 
been refrigerator sales manager 
since 1937. C. J. Enderle, the new 
manager of the electric sink and 
cabinet division, has been super- 
visor of priorities for the company 
in Bridgeport since May, 1942. 


Arndt Co. Appointed 

John. Falkner Arndt & Co., 
Philadelphia, has been appointed 
to handle the account of Phila- 
delphia Gas Works Company. 


S 


NOW YOU 
CAN BUY 
BETTER THAN 


900 W ATT 


50; COVERAGE 
IN WISCONSIN 


—CLEARANCE 
sii —ORDER 

—AFFIDAVIT 

—PAYMENT 
ON THE 


WISCONSIN NETWORK 


\nd you can have the “Better 
than 50,000 Watt Coverage” 
for less than half of what you 
would expect to pay for a 50,- 
W00 watt station. Rates on the 


Wisconsin Network are reason- 
able and service is “tops”. 
) . . . 

Place your business in Wiscon- 


‘in with the Wisconsin Net- 
work and get the bulk of the 
aulence night and day. Let’s 
‘get together to do 
; that job in Wiscon- 
K sin. A wire or 
Fo dulee phone ecall will 
) Oo, bring you immedi- 
ate availabilities at 
desirable times. If 
you want program 
ideas, we have them, 
an too. 


on 


For Complete Informa- 
tion Phone, Wire or 
Write 


ONSIN NETWORK Inc. 


BFFICE WISCONSIN RAPIDS, WIS. 


Appointed Agency V.P. 
E. W. Stephenson, formerly dis- 
trict sales manager of General 
Outdoor Advertising Company, 
Chicago, has joined Burton Browne 
Advertising, Chicago, as execu- 
tive vice-president. 


Traveletter Names Hill © 


Edgar A. Walz Jr. of Trave- 
letter Corporation, credit service 
for business travelers, has ap- 
pointed Hill Advertising, New 
York, as its agency. 


Blue Promotes Conrad 

Francis Conrad, station relations 
contact representative for Blue 
Network at New York, and pre- 
viously with Edward Petry & Co., 
has been appointed to the newly- 
created position of station rela- 
tions manager of Blue’s western 
division, at Hollywood. 


Wieber Joins G-E 

G. A. Wieber, formerly resident 
manager of the Utica district of 
the Central New York Power Cor- 
poration, has joined General Elec- 
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tric’s central station division. He] plan to assist the electric light and 
will devote his time to promotion} power industry in rebuilding the 
of the company’s “More Power to| power load in the immediate post- 
America” program, a nationwide| war period. 


Special Editions, sections, pages are sold solid 
and soundly on an insured progrdm. Free 
survey at your request! : 


PORTSMOUTH, NEW HAMPSHIRE 


There's no carefree heigh-de-ho to business in these weeks of chal- 


lenge and change. It's no hoe-down down South, no clam-bake up 


North, no fiesta out West — it’s a quietly busy, intensely serious propo- 


sition, with management-men facing the problems of cutbacks, conver- 


sion, and the realignment of manpower and materials and methods 


and money . . . facing them with as much calm, informed intelligence 


as is humanly possible. 


You have a good deal to say to these men. And a good place to say it is 


in this business news magazine that's ‘well-informed and quiet-voiced,” 


as Waldrop called it in the N. Y. Daily News several weeks ago. 


TO SAY THEM 


Business Week is the one news magazine which is all business, its editors all business 


writers, its readers all business men. Business Week is sold only by subscription. And 


Trend Studies prove that per dollar you can reach more (and more) management- 


men throughout all business and industry in Business Week than in any other 


magazine. 


THE NEWS-BASE OF MANAGEMENT'S DEL‘ IONS 
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» %& COMPLETELY COVERS 
_ BALTIMORE — AMERICA’S | 
SIXTH LARGEST 


oa *. 


_ <2 


; Womanpower, Alter 


Council Would End 


Food Campaigns 


New York, Sept. 14.—‘Advertis- 
ing support of the nationwide | 
campaign to recruit women for | 
jobs in war plants and civilian in- | 
dustries should be discontinued | 
after Dec. 1,” the War Advertis- | 
ing Council recommended today in | 
a statement of suggested changes 
in home front advertising, due to | 
“the swift pace of military devel- | 
opments,” and based on a current | 
study by the Council with OWI | 
and other gover:.mens agencies. | 
(For details of promot-.onal plans 
for the 6th War Loan drive, see | 
Page 47.) 

The Council also is advising ad- 
vertisers, agencies and mecia that | 
“the Food Fights for Freedom | 
campaign will hereafter be con- 
fined to emphasis on the continu- 
ing need for public compliance | 


pe 


Advertising Age, Septembe, 


with price ceilings and to nutri- 
tional guidance. Other phases of 
the over-all food campaign—Vic- 
tory gardens, conservation, re- 
cruitment of voiunieer farm labor 
—will be discontinued.” 

The statement praised the “mag- 
nificent cooperation” of “farmers, 
the food industry and consumers,” 


| which “succeeded in solving most 


of our critical food problems, and 
in many instances surpluses will 
replace shortages. The price ceil- 
ing compliance theme has been 
scheduled as the Food Fights for 
Freedom keynote during the final 
quarter of 1944, and this becomes 
more important as_ inflationary 
pressures increase.” 


Many New Problems 


The Council cited estimates of 
the War Manpower Commission 
that by Dec. 1 the womanpower re- 
cruitment problem “will no longer 
be one of securing large numbers 
of women workers for expanding 
war industries, but .of recruiting 
workers for specific plants in spe- 
cific areas. The number of tight 
labor markets in which women 
workers are needed will be re- 
duced to a point where a national 
campaign is no longer necessary.” 
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However, it was en a 
“new information prob! an 
idly are coming to the f fi. 
of these will be conduct: 1. 
Council in cooperation w NY. 
Retraining and Reemp)oy Ad. 


ministration, 

“This program probab], 7 
directed both to men in th oe 
services and to cCivilia) 
former will be advised 
rights and privileges aft 
charge, and will be acq 
with the job performed 
home front during their a: op 
The portion of the campa 
rected to civilians will a t 
families of service men wii) the 
‘GI Bill of Rights,’ and w ff 
guidance on how to help \ 
and war casualties readjust t 
problems of civilian life. 


Need Merchant Mariners 


“The Council also is at 
the statement continued, on 
campaign to recruit men for the 
Merchant Marine Service, “s ser; 
ous and pressing need that wil] be 
intensified after the German col- 
lapse and that will play an im- 
portant role in the prosecution of 
the war against Japan. 

“Also under consideration jis a 
program designed to spotlight the 
problems involved in our Pacific 
war and to emphasize the need 
for continued public cooperation 
if the final conflict is to be brought 
to the speediest possible concly- 
sion. 

“Special attention is called to 
the fact that many of the cam- 
paigns on the current Council list 
must continue and be intensified 
after the fall of Germany and 
throughout the war against Japan 
Notable among these campaigns 
are war bonds, the fight against 
inflation, paper salvage and con- 
servation. 

“The Council gives assurance 
that in cooperation with OWI, it 
will push ahead with its investi- 
gation of home front information 
problems, and findings will be 
transmitted to advertisers, agen- 
cies and media as fast as basic 
policy decisions can be crystal- 
lized.” 


We believe 
GRAPEFRUIT 
is HERE TO STAY 


The Rio Grande Valley isn't making 
bombers or battle ships but last year 
it did produce $60,000,000* worth of 
America's finest grapefruit and other 
citrus fruit. We have a hunch Valley 
grapefruit will be on America’s break- 
fast table long after war-boom towns 
have returned to sleepy cross.oads 
villages. 


Grapefruit is just one sours of 
wealth of the rich Rio Grande ey 
The 228,000 Valley folks, seps sted 
by distance from any major /exés 
city are reached effectively on) >y 
the Rio Grande Valley Group. 


*RGV Citrus Exch. 
*No. 4 Ration Books 
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“Air power has become 
the dominant factor. 
Today a country that is 
weak in air power courts 
disaster.” 


Col. ‘‘Billy’’ Mitchell 


Eighteen years ago AERO DIGEST was the only 
y aeronautical magazine that supported “Billy” 
Mitchell. AERO DIGEST took up his fight then and 
has kept it up. Time has proven that General 
Mitchell was right. Today the world 
honors him and justifies our faith in his foresight. 
It is our whole-hearted support — our complete 
independence — in backing the ideas we believe in 
that has established the leadership of AERO DIGEST and made it preferred by those 


who read and buy and sell in the aeronautical field. 


24 Issues a Year 
America’s Premier Aeronautical Magazine 
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5 Womanpower, Alter 


| Bs tory gardens, 
COMPLETELY COVERS —will be discontinued.” 
The statement praised 


nificent cooperation” of 


XTH LARGEST CITY 


5 
i Food Campaigns | which “succeeded in solving most/servites and to civilian: The 
Bs oe | | of our critical food problems, and| former will be advised o: a 
| New York, Sept. 14.—‘“Advertis- | duthaed 
ing support of the nationwide | ing ca 
campaign to recruit women for | schedu 
jobs in war plants and civilian in- Freedo 
dustries should be discontinued quarte) 
after Dec. 1,” the War Advertis-| nore 
ing Council recommended today in | pressul 


a statement of suggested changes | 
in home front advertising, due to | 
“the swift pace of military devel- | he 


the over-all food campaign—Vic- 
conservation, re- 
cruitment of voiunieer farm labor 


| the food industry and consumers,” 


se a Pe 


Advertising Age, September 


944 
to nutri- However, it was em) 2eq 
phases of |“new information proble: wk 

idly are coming to the for On. 
of these will be conducte th. 
Council in cooperation wit vy’. 


Retraining and Reemploym ‘Ad. 
the “mag- | ministration. a 
“farmers, “This program probably 


directed both to men in ths 


” T 
opments,”’ and based on a current | the W 
study by the Council with OWI | that by 
|and other goverr.men?* agencies. | 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 510, P L. & R., Chicago, Ill. 


(For details of promot.onal plans | yeaa 
for the 6th War Loan drive, see} of wor 
Page 47.) | war in 
The Council also is advising ad- worker 
vertisers, agencies and medGia that) cific a1 
| “the Food Fights for Freedom) labor 
| campaign will hereafter be con-| worker 
| fined to emphasis on the continu- 
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| ing need for public compliance | campai 
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ly the moving forces of our sper 
: personalities. The family and 
hool shape us and knead us 
until we become the - 
iti rj tive, clear-cut tastes an 
Sie eral, — pooh is simply an in- 
onl hen the formative mind, creat- 
as beacons. 


) courses throu 
child is, gradual ‘ 


mold us into definite 
the church and the s¢ 
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it is supremely conscious 
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paper, we think, because 
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ye It is a powerful social force in its con 
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accomplishments. It is the gies oan peo 
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although it is the greatest single force 1 
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respect and confidence. 
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vives AivYUlVeUd ik UOUr ravine 
war and to emphasize the need 
for continued public cooperation 
if the final conflict is to be brought 
to the speediest possible concly- 
sion. 

“Special attention is called t) 
the fact that many of the cam- 
paigns on the current Council list 
must continue and be intensified 
after the fall of Germany and 
throughout the war against Japan 
Notable among these campaigns 
are war bonds, the fight against 
inflation, paper salvage and con- 
servation. 

“The Council gives assurance 
that in cooperation with OWI, it 
will push ahead with its investi- 
gation of home front information 
problems, and findings will be 
transmitted to advertisers, agen- 
cies and media as fast as basic 
policy decisions can be crystal- 
lized.” 


We believe 
GRAPEFRUIT 
_ is HERE TO STAY 


The Rio Grande Valley isn't mating 
| bombers or battle ships but last year 
it did produce $60,000,000* worth of 
America's finest grapefruit and other 
citrus fruit. We have a hunch Valley 
grapefruit will be on America's breat- 
fast table long after war-boom towns 
have returned to sleepy cross.oads 
villages. 


Grapefruit is just one source of 
wealth of the rich Rio Grande Valley. 
The 228,000} Valley folks, sepe ated 
by distance from any major [ex 
city are reached effectively ony by 
the Rio Grande Valley Group. 

*RGV Citrus Exch. 
*No. 4 Ration Books 


Tie it up in the 
TIP OF TEXAS 
with the... 


BROWNSVILLE HERALD 


| HARLINGEN VALLEY MORNING (AP 
| McALLEN VALLEY EVENING MO! ‘O* 
| Headquarters: HARLINGEN 
Representatives 
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“ “Air power has become & Eighteen years ago AERO DIGEST was the only 
_ the dominant factor. & 
Today a country that is aeronautical magazine that supported “Billy” 
weak in air power courts ; 
disaster.” Mitchell. AERO DIGEST took up his fight then and 
Col. “Billy” Betechell has kept it up. Time has proven that General 
Mitchell was right. Today the world 
ciel at ies honors him and justifies our faith in his foresight. 

It is our whole-hearted support — our complete 
independence — in backing the ideas we believe in 
‘ that has established the leadership of AERO DIGEST and made it preferred by those 
o who read and buy and sell in the aeronautical field. 
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ey. 24 Issues a Year 
cs America’s Premier Aeronautical Magazine 
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Dennison Tests 
cata Ad Series on 
ng Postwar Uses 


Framingham, Mass., Sept. 13.— 
To clear the decks for quick action 
after WPB production controls are 
dropped, Dennison Mfg. Company 
‘is launching a test campaign di- 
|rected to American industrial ex- 
|ecutives, stressing the importance 
of its tags, labels and other spe- 
cialties. 

“You plan that postwar product 
. . . Let Dennison plan the tag,” is 
the headline of one of the ads in 
= the new series, scheduled to ap- 
tion sooxs | Pear in a list of horizontal pub- 
lications reaching management, 
sales, planning and production ex- 


NEED oa 
COVERS | 


PARTS LISTS 


DOTHIs!.... = ii 


Get in touch with us as soon as possible — don't wait 
until you have worked out all the other details — be- 
cause stock is now the important thing. Very prob- 
ably, we can give you what you want, but it certainly 
won't be long before we'll have to offer less desir- 
able alternatives. 
Since deliveries take so much longer than formerly, ecutives. 

we'd like to work with you while your requirement is : TRAINING Each advertisement talks about 
still in the planning stage. In this way we'll help you wanosooxs | Single Dennison specialty, such 
find a practical solution to your problem —AND WE as tags or labels. Illustrations and 
CAN STILL GIVE YOU GOOD COVERS. copy sketch the products made in 


BEAVERITE PRODUCTS, INC. each EE in Serer are. ow 


how the specialty is now working 
for the armed forces, and invite 
31 DE WITT STREET, BEAVER FALLS, NEW YORK 


executives to discuss their paper 
| problems with Dennison specialists 
| now 
4 


9-BP-2 


“Dennison tags will be needed 
| tomorrow for the solution of many 
|problems now beginning to take 
form,” the series opener declares. 
“You may need a tag with a fast- 
ening device you’ve never seen 
anywhere. You may need water- 
proof or acid-resisting stock — or 
tags with consecutively-numbered 
coupons. Why wait? Start think- 
ing now about the special jobs 
marking, shipping and production 
tags can do for you.” 

Charles W. Hoyt Company, New 
York, handles the account. 


Knox Will Sponsor 
Musical Quiz Show 


Knox Company, Los Angeles, 
will sponsor “What’s the Name of 
that Song?,” a musical quiz show, 
on the Mutual network Sunday af- 
ternoons from 4:30 to 5 p. m., EWT, 
starting Oct. 1. The program 
currently is a Mutual sustainer on 
Sunday evening from 9:30 to 10 
p.m., EWT. 

Knox will promote Cystex, an 
antiacid product, on 80 stations. 
Other Mutual outlets will continue 
to carry the program as a sus- 
tainer. Raymond B. Morgan Com- 
pany, Hollywood, is the agency. 


Scranton St 


this pr 


takes to sell what you’ve got .. 


Ask your John Blair man. 


GB 


FRANK MEGARGEE, President 


wes) CBS AFFILIATE 
ay 910 KC 


1000 WATTS DAY~- 500 WATTS NIGHT 


ofitable market area! 


Interested in working the Nation’s 19th 
Market? Then start from the hub and work 
out! Let WGBI prove that it has what it 


. for WGBI 


is the biggest, most powerful station covering 
the rich Scranton— Wilkes-Barre area. 

We know of 127 advertisers who 
have already learned the value of this 
popular station. They’ve used WGBI 
consistently for four years or more. Like most 
national spot advertisers, they know it really 
pays to RELY on WGBI. And we know it 
will pay you to investigate WGBI while 
there are still good availabilities. 


BLAIR 


& COMPANY 
National Representatives 


Advertising Age, September 18. 944 


YOU plan that Postwar a 


Let DENNISON plan the 


DON'T PUT IT OFF—PUT IT UP TO 
¢ 


yaaa OWE HUNDREDTH VEat eae 
Dennison experience and facilities have been multiplied and 
broadened by hundreds of wartime problems. Let Dennison 
plan today the specialized or special purpose labels that can be 


factured tomorrow. Write Dennison, 000 Ford Ave., Framinghar ia 


TAGS ~ LABELS ~ SEALS « SET-UP BOKES « MARKING SYSTEMS - PAPER - Sreci aires 


TACKLES PROBLEMS—Conversion #o 

peacetime products provides the key 

for a new series scheduled for horizon. 

tal publications, in which Dennison 

Mfg. Co. offers help on postwar label. 
ing problems. 


McFarlane Promoted 

A. N. McFarlane, former asso- 
ciate director of research at the 
Argo, Ind., laboratories of Corn 
Products Refining Company, has 
been appointed sales manager of 
Corn Products’ chemical division, 


Names Street & Finney 
Ebling Brewing Company, New 
York, has named Street & Finney, 
New York, to handle advertising 
for Ebling’s Premium beer, and is 
planning a campaign for news- 
papers, radio and outdoor media. 


Because the Diesel engine will | 


serve the greatest number ol 
people in the most diversified 
way it is the affair of men who 
buy advertising. 

When advertising is in any 
way related to the Diesel, the 
plants and equipment powered 
by Diesels and the accessories 
and auxiliaries required when 
Diesels are installed, then our 
media is your best buy. 

We publish the world’s first 
Diesel magazine. Our publica 
tions are the only A.B.C. men: 
bers in the Diesel field. We are 
the world’s largest publishers o! 
Diesel books and periodicals. 

Our monthly magazine, 
DIESEL POWER & DIFSEL 
TRANSPORTATION provides 
complete coverage of Diesel 
fields on land. MOTORSIIIP. 
the associate monthly magazine. 
gives complete marine coveraté 
and is America’s only moeriné 
Diesel publication. 

Two of our books carry ave" 
tising. They are the I) esel 
Engineering Handbook anv the 
Marine Diesel Handbook. ° he! 
enjoy the reputation of | «int 
the best in their respe "ve 
fields. 

For total, or divided, cove at? 
in book or periodical adv tt 
ing to the Diesel market, o: [¢! 
all these in combination. ° 
offer the best at the most re* 
sonable rates. 


.. ee 
PUBLICATIONS, 


192 LEXINGTON AVE 
NEW YORK 16, W. 
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‘‘T have more money ... 
and buy more too! I am the 
modern woman of Columbus. 


There are tens of thousands more 
like me in Central Ohio who are 


Adeieiier your products working instead of staying at home. 


We’re making good money and buying i 
bonds, but women spend more for clothes, 
food, cosmetics and about everything 

when they’re working. 


| in the one medium where 
} more than I5% of 


: Columbus women will see it Ship more of your products to 


Central Ohio and make sure we ' 
know when it is available.” 


ness. BECAUS E it’ § BeEs T 


HE COLUMBUS DISPATCH 


nal Representatives — OMara and Ormsbee — New York, Chicago, Detrolt, San Francisco, Los Angeles. 
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Media Men Given 
Advance Story of 
Coleman Ad Plans 


Wichita, Kan., Sept. 12.—The 
Coleman Lamp & Stove Com- 
pany, now conducting the largest 
campaign in its history on heating 
appliances, plans to follow through 
with a program equally as exten- 
sive in 1945, executives advised 
publication representatives at a 
recent special sales press confer- 
ence here. 

The company invited represen- 
tatives of both consumer and trade 
publications carrying Coleman’s 
1944 advertising to the meeting at 
its home offices Aug. 28-29. The 
conference followed immediately 
after two two-day sessions at- 
tended by 113 Coleman heating 
appliance distributors and their 
salesmen from the western and 
eastern sections of the U. S. 

Coleman, which believes the 
meeting with publishers’ represen- 
tatives was the first of its kind 
held by a home appliance manu- 
facturer, had a two-fold purpose: 
to explain the company’s back- 
ground and current problems, and 
to present a comprehensive outline 
of its sales, merchandising and 
advertising plans and programs. 


Taken on Tours 


Forty representatives of the 
publications were introduced to 
the company via _ specially-con- 
ducted tours through the factory, 
now engaged mainly in war pro- 
duction. R. W. Carney, vice-presi- 
dent and general sales manager, 
later presented Coleman’s postwar 
manufacturing and merchandising 
plans. 

Recognizing that women are be- 


coming more interested in the 
type of heating equipment used in 
their homes, Coleman will empha- 
size the beauty of its postwar 
units. They will be smaller in 
size, because of greater efficiency 
in heat production, heat delivery 
and heat circulation. They will 
be adapted to the mass market of 
homes costing less than $7,500. 
Coleman “Appliances of Tomor- 
row,” described in its advertising, 
dealer folders and direct mail 
pieces, include a floor furnace, oil 
heater, several models of military 
burners, including a popular “ski- 


trooper’s stove,” a two-burner 
stove and instant-lighting lantern 
now being used by the armed 
forces. 

The company is stimulating in- 
terest in postwar heating appli- 
ances with a new booklet, “The 
Inside Story of Tomorrow’s Home 
Heating,” which is offered in its 
consumer advertising. Trade pub- 
lications are carrying the Coleman 
story to appliance distributors, 
dealers, contractors, builders and 
architects. To help franchised 
dealers tie up with the national 
consumer program, the company 
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has in process a strong dealer 
cooperative and selling program 
designed to establish their stores 
as headquarters for Coleman heat- 
ing appliances in the postwar 
period 


de Heriot to Barnes 


Advertising for de Heriot, Inc., 
Los Angeles, manufacturer of per- 
fume and toilet articles, has been 
placed with Lucy Barnes, Adver- 
tising, Los Angeles. A campaign 
has already been launched in trade 
and consumer publications. 


Ashby to ‘Examiner’ 

E. Dunham Ashby, former ag. 
vertising manager of the Dispatch 
Brainerd, Minn., and more re. 
cently with the News-Press, Santa 
Barbara, Cal., has joined the lis. 
play advertising staff of the Lo; 
Angeles Examiner. 


Ittner to Gardner 


Scott Ittner, formerly advertis. 
ing manager of the Heiss Hotels 
St. Louis, has joined Gardner Aq. 
vertising Company, St. Louis. jn 
an executive capacity. 
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Adv 
Food Processors, 
Editors to Talk 
Postwar Plans 


hicago, Sept. 12.—Reconversion 
Pers ood. processors, and the 
off ct they will have upon Ameri- 
ean housewives, will come in for 
special attention here Oct. 30-Nov. 
9 at a series of streamlined food 
conferences.  __ ‘ 
Conferees will include food edi- 
tors of 32 newspapers represent- 


ertising Age, September 18, 1944 


ing 8,724,000 families in 16 large 
metropolitan cities, and top execu- 
tives of such companies and 
groups as Armour & Co., Swift & 
Co., Kraft Cheese Company, 
Evaporated Milk Association, Wil- 
son &- Co., General Mills, Libby; 
McNeill & Libby, and John F. 
Jelke Company. 

The entire program is being 
sponsored by a special committee 
of Chicago newspaper representa- 
tives, including J. H. Sawyer Jr., 
Sawyer - Ferguson - Walker Com- 
pany, chairman; W. A. Daniels, 
Scripps - Howard Newspapers; 


Gene Corcoran, Branham Com- 
pany; W. F. Johns, Ridder-Johns, 
Inc., and Ken Dennet, O’Mara & 
Ormsbee, Inc. 

The guest editors will be given 
first-hand information from the 
processors on what may be ex- 
pected after the war ends, as well 
as new ideas on food preparation 
and time saving suggestions for 
housewives. 

Each conference will consume 
half a day, with speakers discuss- 
ing a wide variety of food subjects 
and followed by open question and 
answer forums. 


All-Year Club 
Bulletin Series 


Lures Tourists 


Los Angeles, Sept. 13.—Training 
its sights on the nation’s postwar 
tourist market, the All-Year Club 
of Southern California has 
launched a direct mail campaign 
employing a series of newspaper- 
type bulletins highlighting behind- 
the-scene stories of Southern Cali- 
fornia’s war effort. 


_- 


The powerful stimulus created by 
SECRETS Self-Improvement editorial 
force selects 3,000,000* young mar- 
ried women disposed to better living. 


‘Their goal is self-improvement for 


themselves and their families. . . 


Only one magazine—SECRETS (nota 
group) reaches and actively influences 
these 3,000,000 ambitious young 
“climbers” of Secrets’ Circle while 
they’re on their way up the ladder 
economically, socially and culturally. 


SECRETS reaches them while they are 
in their most active Family, Home and 
Self-Improvement stage . . . They’re 
the audience which comprises the age 
and income market spanning the gap 
between the youthful readers of movie 


“The Magazine of Dramatized Self-Improvement” 


67 West 44th Street 
New York 18, N.Y. 


100 Werth LaSalle Street 
Chicago 2, tL 


SELF-IMPROVEMENT SEEKERS ? 


and romance books and the more ma- 
tronly women’s service magazines. 
Under the impetus of each successive 
issue of SECRETS, this Self-Improve- 
ment impulse is expanding their 
wants and directing them into action 
. . - and when they’re active, they’re 
B-U-Y-I-N-G. 

Reach these “climbers” now while 
they’re needing your products for 
Self-Improvement sake. They, their 
husbands and their 6,000,000 chil- 
dren are a first-line market. . . 


At your request we would like to give 
you the details! 


*Each copy of Secrets is read by the 
purchaser and three intimates of the 
same age group. This and other data 
based on survey of Secrets’ readers. 


403 West Sth Street 
Les Angeles 14, Calif. 
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Titled “Playground at War,” the 
bulletins blend the war story with 
an appeal to postwar visitors 
under the copy line, “There will 
be plenty of fun in postwar South- 
ern California.” Club staff mem- 
bers spent several months in the 
field compiling background notes 
on the region’s war effort for use 
in the series. 

An area-wide cooperative direct 
mail drive is being based on the 
bulletins, with individuals, large 
manufacturers, chambers of com- 
merce and service clubs being 
asked to mail copies to business 
contacts and friends throughout 
the rest of the country. Direct 
mailings are being made to trans- 
portation, auto club and publica- 
tion executives. 


Manages ‘New World’ 

Fred F. Smith, advertising man- 
ager of New World Illustrated, 
Toronto, has been promoted to 
general manager. 


R&R Gets Biscuit Account 


Consolidated Biscuit Company, 
Chicago, has appointed Ruthrauff 
& Ryan, Chicago, to handle its 
account. 


IpA Batley ALLEN 
AND 


The World 
Homemakers 


Participating 
Sponsorship 


CHICAGO 
WGN 


50,000 WATTS 
MON thru FRI 


2:30—3P.M. 


WRITE FOR FACTS 


Write or telephone WGN ...In NEW YORK, 


220E.42 St., Tel. MU 2-3033 ...in CHICAGO, 
441 North Michigan Ave., Tel. Superior 0100 
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“D You bet, 


' ~ there’s something new 


“ under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 

offers advertisers a new and highly responsive 

market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


=—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago + 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Ange! < 

Memphis, St. Louis, San Francisco 


FM Network Dissolved: 
Organization Inadequate 


Stockholders of the American 
Network, Inc., following a series 
of meetings, have voted unani- 
mously to dissolve the corporation, 
effective immediately. 

Founded in 1941 to provide net- 
| work service for frequency modu- 
| lation stations only, the FM net- 
| work was well under way when 
|the war suspended manufacture of 
FM sets and transmitters for the 
| duration. By this time, the FM 
picture had changed so radically 
that the stockholders felt the 
American Network inadequate in 
its corporate structure “‘to support 
the greatly augmented service an 
independent postwar FM network 
operation will require.” 


Phillipson to Botany 


Maj. Gen. Irving J. Phillipson, 
awaiting retirement from _ the 
Army, and a former director of 
Army Emergency Relief and the 
War Department dependency 
board, has been appointed director 
of industrial relations of Botany 
| Worsted Mills, Passaic, N. J. 


Advertising Age, September is, jg. 


New Names, Tests 


in Postwar Plans 
of $. C. Johnson 


Racine, Wis., Sept. 12.—Simul- 
taneously with the naming of new 
sales and research division heads, 
in line with its expanding post- 
war operation, S. C. Johnson & 
Son, Inc., revealed today that sur- 
veys now under way will be re- 
flected in advertising of its estab- 
lished products and those de- 
veloped during the war. 

A test campaign for one of 
Johnson’s newer products will 
begin in late September. Other 
surveys, demonstrations and tests, 
especially for products created by 
Johnson for wartime exigencies, 
were reported in preparation. 

The new department heads ap- 
pointed include Ray W. Carlson, 
formerly central divisional man- 
ager for the company, who has 
been named sales manager, with 
headquarters at Racine. Mr. Carl- 


TAM UP publcateon advertisin 
MEVEROORD ECM WADOW SEUSS 


ag eh ie! ggN pia 


NU-ENAM 


NO BRUSH MARKS 


New products... 


.to buy. 


easy to apply, 


new dealers.. 


desired. Write for details. 


12 wile 


Include ‘LOOK FOR THIS SIGN” 
Spots in National Advertising 
to Identify Post War Dealers 


.need new identification on postwar 
Main Streets. Meyercord Decal reproductions of trademarks and prod- 
ucts, featured in your national advertising, extend its effectiveness 
right to your dealer’s store. Your ads tell WHY... Decals tell WHERE 
And tell it in lasting color at low cost. The new, improved 
Meyercord Decals can be made in any size or number of colors. They’re 
washable, and provide lasting night and day point- 
of-sale advertising and dealer identification. Free designing service if 
Address all inquiries to Department 39-9. 


THE MEYERCORD CO. 
CHICAGO 44, ILLINOIS 


son, under the direction 0; 
sales vice-president of th, 
pany, P. M. Petersen, will 
vise the operation of the fie 
organization. 


Stress Industrial Produ:is 
John H. Hurley, formerly » 


ager of the maintenance pa int dic 
vision, has been made manager ,; 
the product finishes depar 


He will direct merchandis; ees 


tivities on behalf of ind. stra 
waxes, Wax-O-Namel prodyo;: 
finishes, water repellants fo: the 
textile industry, and protectiye 


coatings for farm perishable: 
James W. Barrett Jr., former 


in charge of the large consume, 
wax division, has been appointeg 
manager of the maintenance prog. 
ucts department. He will direc 


merchandising activities covering 
maintenance waxes and Wax-For. 
tified paints for industrials and jp. 
stitutions, and water repellants fo, 
laundries and dry cleaners. . 

Walter Bridgeman has bee, 
named manager of field research 
in the research and development 
division. He will direct all actiyj- 
ties in connection with field re. 
search on new and _ established 
products. 

Harvey W. Blankenship, form- 
erly advertising manager of 
Graver Tank & Mfg. Company. 
Inc., Chicago, has been appointed 
industrial sales promotion man- 
ager. He will handle the adver. 
tising and promotion of all prod- 
ucts going into the industrial and 
institutional fields. 


Film Co. Promotes 3 


Charles Schlaifer, advertisin: 
manager of Twentieth Century. 
Fox Film Corporation, New York 
has been promoted to assistant 
director of advertising-publicity- 
exploitation. Jules Fields, for- 
merly assistant exploitation man- 
ager, has been appointed publicit) 
manager, succeeding Jack Gold. 
stein, resigned. Sid Blumenstock 
now in charge of promotion and 
exhibitor service, will succeed Mr 
Fields. 


OKLAHOMA'S 
PRIME MARKET 


KVOO'S PRIMARY: 

30 counties with 
47.8% of State 
population, 51% 
bank deposits, 48° 
of retail sales. 


PLUS: 

1! other rich counti 
within KVOO's da 
time half-millivolt |ir 
and 18 rich bon 
counties in Kanse 
Missouri and Arka 
sas. 


KVOO alone blank: 


this No. | Oklahor 
Market. 
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BAUSCH & LOMB 


OPTICAL CO R TER, N. Y. 


as a basic unit in its national magazine 


campaigns ( prepared and placed by 
Ed Wolff & Associates and C. L. Rumrill & Co. ) 


bg Sports Acid ean 


Because The New York 
Times Magazine is read 
by a nation-wide 
audience of men and 
women of discriminating 
taste and better-than- 
average buying power. 
advertisers include 

it in their basie 


magazine schedules. 
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NAEA Cancels Meeting 


In line with ODT’s request to 
curtail travel, the Newspaper Ad- 
vertising Executives Association 
has canceled its fall meeting 
scheduled for October. Conditions 
permitting, the association will 
hold a mid-winter meeting Jan. 
15-16 at the Blackstone Hotel, 
Chicago. 


ee 
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For Authoritative . : 
Technical Articles — 
ARCHITECTURAL MEN 


Pencil Points 


The Magazine of Architecture 


Lorillard to Use 


Two Networks for 
Old Gold Shows 


New York, Sept. 14.—P. Loril- 
lard Company plans to hit the air- 
waves strongly this fall for Old 
Gold cigarets, with half-hour pro- 
grams being readied for both CBS 
and NBC production. 

One series, to be titled “The 
Comedy Theater,” will feature 
Broadway and Hollywood stars 
reenacting their original stage or 
screen roles in broadcast versions 
of their hits. A noted stage or 
screen producer is slated to act 
as master of ceremonies for each 
program. 

The other new Old Gold pro- 
gram, to be titled “Which Is 
Which,” is an entirely new idea. 
Each week from one to as many 
as six guest stars will be pre- 
sented, either in person or imper- 
sonated. After contestants in the 
studio have guessed, for money 
prizes, which of the hidden actors 


,is real or a “facsimile,” the actors 
will be revealed. 

Old Gold, through its agency, 
Lennen & Mitchell, New York, has 
two half-hour periods for the pro- 
grams to use—9:30-10 p. m., EWT, 
Wednesdays on CBS, and 10:30-11 
p. m., EWT, Sundays on NBC. 
Thus far, it has not been an- 
nounced which program will be 
assigned which network. 


Smith Brothers Series 


Smith Brothers Cough Drops 
will sponsor a series of participa- 
tions in the Yankee Network 
“News Service,’’ Mondays through 
Saturdays, on Station WNAC, Bos- 
ton, and all the network’s stations 
in New England. J. D. Tarcher is 
the agency. 


Waring for Owens-Illinois 


Owens-Illinois Glass Company, 
Toledo, O., on Sept. 7 began spon- 
sorship of Fred Waring and his 
orchestra, Thursdays, 8:30 p. m., 
PWT, on the Blue Network. 
Agency is J. Walter Thompson 
Company. 


Allegheny - Ludlum Starts 
Allegheny-Ludlum Steel Com- 


“’M A LITTLE ROBIN, FOLKS— 
SPEAKING FOR ROBIN RINSE!” | i675" 


Okay, Butch—if you're a little robin, why don’t you use 


Sonovox, and talk in a robin’s voice? 


Senovox can make birds talk in words—can articulate in 


almost any sound. But you have only scratched the sur- 


face of Sonovox possibilities when you use such elementary 


ideas as having Towser bark a commercial, in words, for 


Woof-Woof Dog Biscuits! 


Many of the most effective 


Sonovox applications are the ones where there’s no obvious 


“tie-in”—where there’s merely a good commercial spoken 


in the sweet voice of a violin, or the hum of a motor, or in 


any other unusual, memorable voice that’s different! 


Your imagination is the only limiting factor to what 


Sonovox can do for vou. 


creative minds. 


It's a rare opportunity for 


Sonovox is sold essentially like talent. Under each 
license for specific use, a reasonable license fee is 
charged for Sonovox performing rights. The only 
additional cost to licensee is for a trained articulator 
made available by us in any broadcasting or recording 
studio in New York, Chicago, or Hollywood, at stand- 


ard AFRA scale. 


WRIGHT-SONOVOX., INC. 


- 
* 
~c 
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CHICAGO: rhe N. Michigan 
Franklin GY74 


NEW YORK: yyy Madison Ace. 
Plaza $-4130 


“Talking and Singing Sound”’ 


FREE & PETERS, INC. 
Exclusive National Representatives 


SAN FRANCISCO: 51) Switter 
Sutter 4353 


HOLLYWGOD: 633; Hollywood ATLANTA: 322 Palmer Bide 
‘Hollywood 215i 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 

Chicago, Milwaukee, St. Paul & 
Pacific R. R. 

Roche, Williams & 
Cunnynghaem, Inc. 

Colgate-Palmolive Peet Company 
(Vel, Palmolive) 

Ward Wheelock Co. and 
Wm, Esty & Co., Inc. 
Delaware, Lackawanna & Western 


0a " 

Ruthreuf & Ryan, Inc. 
Walt Disney Productions 
Emerson Drug Company 

(Bromo-Seltzer) 

Rethrauff & Ryan, lnc. 
Christian weeeepen Brewing 


d 
Nv ‘teers and Ales) 


Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Cathkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

arson, Inc. 

Grocery Store Products Sales Co. 
Inc. "Trould's Macaroni Products} 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

(Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauf & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, Barton, Durstine & 
Osborn, Inc. 
National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction ttalions) 


Office of Civilian Defense 
(Region Six) 


Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchonan & Ce., Inc. 


Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 


Quaker Oats Company 
Ruthrauff & Ryan, Inc. 


Radio Corporation of America 
uthrauf & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 


Shell Oi! Company, Inc. 
J. Walter Thompson Co. 


Stanco, Inc. (Mistol) 
McCann-Erickson, Inc. 


U. S. Treasury Dept. 
Universal Pictures Company, Inc. 
Warner Brothers Pictures, Inc. 


Willards Chocolate, Ltd. 
Cockfield, Brown & Co., Lid. 


*Space no longer permits « com- 
plete list of Sonovox users. 
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pany, Brackenridge, Pa., on Oct. 1, 
will begin sponsorship of “Steel 
Horizons,” a new series of semi- 
classical musical programs, - Sun- 
days, 6-6:30 p. m., PWT, over the 
Mutual-Don Lee Network. John 
Baker, Metropolitan Opera Com- 
pany baritone, and an orchestra 
conducted by Frederick Dvonch, 
will headline the show. 

The programs each week will 
feature a woman guest vocalist 
chosen through arrangement with 
the network to make her first pro- 
fessional appearance. Agency for 
the sponsor is Walker & Downing, 
Pittsburgh. 


Elsie and Wynn for Borden 


The Borden Company, after a 
six-year search for an appropriate 
vehicle for its bovine beauty, 
“Elsie,’ features her in the new 
weekly comedy series, ‘Happy 
Island,” built around Ed Wynn on 
the Blue Network, Fridays, 7:30-8 
p. m., PWT. The series began 
Sept. 8. 


Lockheed’s Drama Series 


Lockheed Aijircraft, Burbank, 
Cal., on Sept. 9 began sponsor- 
ship of “The Man Called X,” 
starring Herbert Marshall, on the 
Blue Network, Saturdays, 10:30-11 
p. m., PWT. Contract is for 52 
weeks. Agency for Lockheed is 
Foote, Cone & Belding, Hollywood. 


Replaces ‘Vic & Sade’ 


Procter & Gamble’s replacement, 
beginning Oct. 2, for “Vic & Sade,” 
daytime comedy drama, will be 
“Rosemary,” a new series written 
by Elaine S. Carrington. The new 
program will be heard Mondays 
through Fridays, 10:15-10:30 a.m., 
CWT, sponsored on NBC’s western 
stations for P&G soaps, and on 
NBC’s eastern stations for Crisco. 
Benton & Bowles handles the soap 
account; Compton Advertising, the 
Crisco. 


Helbros Expands Network 


Helbros Watch Company, New 
York, on Sept. 10 increased the 
number of Mutual stations carry- 
ing its program, “Quick as a 


Flash,” from 26 to 112. Proc; 
is heard Sundays, 6-6:30 p.m 
EWT. Agency is William H. Wey. 
traub & Co., New York. 


Sponsors Symphony Agaiy 


Allis-Chalmers Mfg. Company 
Milwaukee, for the second «0. 
cessive year will sponsor Saturday 
evening concerts by the Boston 
Symphony Orchestra under the 
direction of Serge Koussevit:ky 
and five guest conductors. Start. 
ing Oct. 7, the series of 30 con. 
certs will be heard on the Blye 
Network 8:30-9:30 p. m., EWT 
with the season extending through 
April 28, 1945. Agency is Comp- 
ton Advertising, New York. 


Conti Resumes ‘Treasure Hour’ 


Conti Products Corporation 
Brooklyn, on Nov. 9 resumes it: 
regular winter series, “Treasure 
Hour of Song,” as a replacement 
for “Starlight Serenade” on Muy- 
tual, Thursdays, 9:30-10 p. m. 
EWT. Conti has increased to 33 
the number of stations airing the 
program. Agency is Bermingham,. 
Castleman & Pierce, New York. 


Planning PostwarY Advertising” 


PINSON HUMOR is available 
to a limited number of agencies. 
Cartoons and humorous illustra- 
tions that click with clients. Plan 
postwar campaigns now with 
Pinson Humor. Phone Andover 
3337, or write Paul Pinson, 
333 N. Michigan, Chicago |. 
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Census Planning 
Full Coverage of 
Business in 1946 


Scope of Activities 
in 1945 Outlined; 
Work at Full Speed 


Washington, Sept. 14.—Census 
officials who are planning the 
President’s emergency census of 
industry, scheduled for January, 
1945, believe it will fall far short 
of the needs of business men and 
they are making tentative plans 
for a full-dress census of all 
aspects of production and distribu- 
tion for 1946. 

Whether the incoming Congress 
will sanction such a project re- 
mains a matter of conjecture, but 
Census Director J. C. Capt has in- 
structed his staff to prepare esti- 
mates, and he intends to put the 
matter entirely up to the Bureau 
of the Budget, which must author- 
ize the request for funds. 

This planning by no means in- 
dicates that the forthcoming Presi- 
dential census will be without 
value, but because of the rush to 
get it under way there will be 
tremendous gaps in the informa- 
tion which will be particularly 
distressing to marketing people. 

While the Presidential census 
will serve its purpose—i.e., pro- 
vide a picture of America mobil- 
ized for war—results will be so 
general that in many cases it will 
be difficult to use them for 
familiar market analysis work. 


What’s in the Cards 


Here is what is in the cards for 
1945: 

1. A Census of Manufactures 
based on a single, general ques- 
tionnaire and supplemented by 
material drawn from records on 
file with war agencies. 

2. A sample Census of Popu- 
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CONTRASTS 


UST to look at 
J the linage con- 
trasts between The 
Herald - Traveler 
and other newspa 
pers in Boston is to 
realize that some- 
thing far more im. 
portant than the 
rub o' the green is 
involved. 


It is the tribute of 
retail and national 
advertisers to one 
of the great news- 
papers of America. 


Always First in Boston 
Often First in America 


HERALD-TRAVELER 


Boston, Massachusetts 
— 
George A. McDevitt Co. 


National Representatives 
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lation, broken down only by re- 
gions. 

3. A report on consumer income 
| based on a sample. 

4. A sample survey of housing. 

5. A sample study of consumer 
expenditures to be taken by the 
Bureau of Labor Statistics and 
the Bureau of Agricultural Eco- 
nomics. 

6. A full Census of Agriculture. 
In taking the Presidential cen- 
| Sus, Officials have in mind a broad 
picture of the nation as a whole, 
rather than the _ specific local 
breakdowns which marketing peo- 
ple appreciate. This broad pic- 
ture will be sufficient to provide 
the information sought by the 
President—and as a matter of 
fact, it will have to do, because 
there simply is not time or man- 
power to do anything more. 

Plans had been under way for 
many months for a full census of 


|all aspects of the business econ- | 


|omy, and a sample census of popu- 
lation to be taken in 1946, when 
the President decided that a re- 
cord of the important war year of 
1944 would be significant. Census 
people agreed, but after reviewing 
what can be done in a few months, 
they feel the 1946 project is still 
worth while. 

Ace in the hole in the forth- 
coming Presidential census is the 
special surveys division inherited 
from WPA. This organization, 
which makes the regular monthly 
labor force report, and the WPB 
consumer surveys, is completely 
geared for sample reports. 

At present it operates in 68 se- 
lected county group areas, and is 
equipped to offer a report on na- 
tional trends as well as trends in 
11 metropolitan areas. When the 
Presidential census is taken, the 
sample will probably be expanded 
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so that returns will be complete 
enough for 50 large county areas. 

Here’s what the President’s cen- 
sus of industry will amount to: 

Instead of a general question- 
naire and 158 special ones for 
particular types of industries, 
Census will mail out only one 
general questionnaire to all manu- 
facturing firms. This short cut 
was adopted because there is not 
time to prepare the numerous 
specialized questionnaires, but 
more important, because Census 
mailing lists are so badly out of 
date that specialized question- 
naires could never find their way 
to the right desks. 


Data to be Sought 


This general questionnaire will 
be based on the report form used 
in 1939, and it will call for data 
on the location and ownership of 
the plant; number of persons en- 


gaged in manufacturing, , 
tion, construction, and offic 
salaries and wages for a] 
fications; cost of materia 
during the year; invent 
finished products and m ‘ej; 
and the total value of p qy, 
made during the year. : 

Significant omissions lL te 
precise breakdowns of the type 
of products made in many fej: 
and the specialized infor atio, 
for each industry that was ob. 
tained in the 1939 census. Hoy. 
ever, in many fields—parti: ilar, 
in chemicals, metals and 1‘ xtile 
—this information will be ¢ubbeq 
in from WPB report forms. ‘yes. 
tions on power equipment. fye) 
and energy used and expeiiditure 
for plant and equipment have 
been omitted from the question. 
naire. 

The sample census of popula- 
tion will probably be taken par- 
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» by the field force now oper- 
for the special surveys di- 
- and partially by special 
erators. It will probably be 
ete enough so that figures 
egions, and possibly for 
politan county areas can be 
led. 
Large Areas Onlv 


Tl population study, together 
 ¢ne housing labor force and 
yer income samples which 

be taken at the same time, 

ve nationwide, regional, but 
bly not state figures on pop- 
n by age, sex and color, 
status and migration, a pic- 

of how much people earn, 

. general glance of ownership 
vacancy situation in housing. 
her than the obvious short- 
gs that these reports will 

r such large areas that they 

|| have reduced marketing sig- 


nificance, there are a number of | 


important details particularly 
about the history, equipment and 
mortgage characteristics of hous- 
ing which will be skipped. The 
entire housing survey will be 
weak, because census has found 
that the sample method is most 
reliable when applied to consum- 
ers, less reliable on economic mat- 
ters. 

Details of the consumer spend- 
ing census have not been de- 
veloped, but it should be a reason- 
ably helpful study because BLS 
and BAE have long been equipped 
for these surveys. 

The Census of Agriculture, 
which had been ordered several 
months ago by Congress, will be 
a full-dress census, and has al- 
ready been thoroughly planned. 
Six separate types of question- 
naires have been developed for 
six distinct types of farm units. 


When it is completed it will pro- 
vide detailed information on the 
needs of farmers for replacement 
equipment, machinery, tools, trac- 
tors and trucks; farm population 
and labor characteristics; owner- 
ship; dwellings characteristics, and 
economic evaluation of land and 
machinery. 


Lentheric Starts | Fall 


Drive in Magazines 
Fall and winter advertising by 


Murphey Included 
in Research Group 


The name of T. H. Murphey, 
Chicago Car Advertising Com- 
pany, was omitted from the list of 
members of the administrative 
| committee for the continuing study 
|of transportation advertising, to 
| be conducted by Advertising Re- 
| search Foundation (AA, Sept. 11). 
| Mr. Murphey also is chairman of 
|the research committee of Na- 
| tional Association of Transporta- 


Lentheric, Inc., New York, will | ¢j ici 

start this month in 11 national | Ay ee 
magazines, featuring Lentheric | . 

Tweed, Confetti, Anticipation, Gets Music Account 
Miracle, A Bientot and Shanghai | Reincke - Ellis - Younggreen & 
perfumes. Also promoted will be | Finn, Chicago, has been appointed 
the “soft-focus line of women’s | to direct advertising for the Uni- 


cosmetics, the “men of action”|versity Extension Conservatory, 
men’s toiletries, and gift sets for | Chicago home study music school. 
the holiday season. Geyer, Cor-| Loren E. Shears is account execu- 
nell & Newell is the agency. tive. 


_ and to increase the usefulness of 
publications to their readers. This is 
the purpose to which the Associated 


Business Papers is devoted. 


It is the same purpose to which STEEL 
has long and consistently devoted it- 
self, both as a member of this national 
association of publishers and as an in- 


dividual publication. 


Serving the metalworking and metal- 
producing field since 1882, it was 
rechristened STEEL in 1930, after 48 
years as Iron Trade Review. As the 
business magazine of the industry 
which comprises the world’s largest 
industrial market, STEEL provides an 
information service unique in its scope 
and completeness. Actually, it is three 


Magazines in one: 


S 


First, it is a weekly newsmagazine, 
reporting and interpreting current 
developments and trends in the 
metalworking and metalproducing 
industries; and in government as 
they affect these industries. Second, 
STEEL is am engineering and oper- 
aling paper, devoting 28 or more 
pages each week to technical progress 
in the production, fabrication and 
use of metals. And third, STEEL is 

weekly market guide reporting 
market developments and prices for 
‘| metal and allied products. 


FL is modern in its method of pre- 
ng information to its readers. The 


organized, easily-read format 


ng to the eye —and affords ex- 
onal visibility for the advertiser. 
reproduction, 
gh the use of high-grade coated 

stock, is being widely com- 


and accurate 


d upon. 


ach the important manufacturing 


of the industry for which it 


shed, STEEL’s circulation is care- 


TEEL + Penton Building - Cleveland 13, Ohio 


their INVESTMENT 


To help in sales and advertising plans, STEEL’s continuing market data 


are made available in studies of the 


‘‘Who—What—Where—and How 


of the Metalworking Industry."’ If you have not yet seen the new Market 
Study and Postwar Market Selector, ask your STEEL representative to 
show them to you, or write STEEL, Penton Building, Cleveland 13. 


fully selected and controlled. This con- 
trol is based on detailed market data 
developed and maintained on 17,000 


with the program of the association, 
STEEL is preparing now to do its job 
adequately and well. 


metalworking and metalproducing 


plants. It assures STEEL’s coverage of 
the plants which account for well over 
the total business 
world’s largest industrial market. 


90% of 


programs. 


This market information, remarkable 
for its completeness, is also constantly 
is being used by advertisers as an aid in 
planning postwar sales and advertising 


Along with the ABP, STEEL looks 
forward to the postwar reconstruction 
period as a great opportunity and 
responsibility for both the business 
papers and industrial advertisers of 
is this country. By constant improvement 
in its service and by full cooperation 


in the 


TO HELP ADVERTISERS 


a | 
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‘WJZ Launches 2-Week 
‘Scrap Paper Drive 


| In cooperation with the New 
| York Journal - American, Skouras 
‘Theater Corporation and_ the 
American Women’s Voluntary 
Services, Station WJZ, New York, 
has launched a waste paper drive 
to be promoted on its nightly 
“Rumpus Room” program Sept. 11 
to 25. Special trailers and lobby 
displays will appear in Skouras 
Theaters, AWVS will man booths 
in department stores to which 
children will bring waste paper in 
exchange for free tickets to the 
Skouras Theaters, and the Journal 
will run a daily column on the 
WJZ activities. 


Musterole Copy Appears 
in 2,000 Newspapers 


Musterole Company, Cleveland, 
has launched a campaign in 2,000 
daily and weekly newspapers 
throughout the country. 

The series is supplemented by 
Musterole’s sponsorship of Boake 
Carter’s radio show, station breaks 
and specialty programs. Erwin, 
Wasey & Co., New York, is the 
agency. 


... another of the Nation's 
Leaders Using The Blue Network! 
A leader in its field, Philco’s “Summer 


Hour,” starring Paul Whiteman, gives its 


Hallmark of Quality to The Blue Network. 


HOW YOU 
” 
JOIN THE “BLUE BOOK 
OF RADIO 
At the moment it’s easy. Ask us for informa- 
tion on any one of several daytime fifteen 
minute strips now open Surrounded by pro- 


grams sponsored by some of the nation’s 


biggest and smartest radio buyers, these 
strips deserve immediate action 

NEW YORK * CHICAGO * HOLLYWOOD 
SAN FRANCISCO * DETROIT * PITTSBURGH 
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Censolidated Royal 
Uses Heavy Spot Time 


Using a list of 46 stations and 


| 26-week spot radio campaign, be- 
|lieved to be one of the most ex- | 
tensive in the country. The com-| D. K. Powelson, ¢ 
Peruna, Kolor-Bak, and charge of dealer promotion for 
total weekly time of 162 hours, |Zymole Trokeys will be promoted. | Lyon Metal Products, Aurora, IIL., 
Consolidated Royal Chemical Cor-| O’Neil, Larson & McMahon, Chi-| as been named advertising man- 
poration, Chicago, is beginning a| cago, is the agency. 


pany’s 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 

to the Design, Construction, Maintenance and Furnishing of 

Catholic churches, schools and institutional buildings. | Journal, has joined the sales staff 
|of House Beautiful, New York. 


To Batavia Metal 


ager of Batavia Metal Products, 
| Batavia, Ill., and its subsidiary, 
U. S. Engine & Pump Company. 


Joins ‘House Beautiful’ 


_ Alan Gibson, formerly advertis- 
ing manager of Crockery & Glass 


“Secret operative W-2 reports 
that Tacoma Bank Debits are 
Second Highest in Washington!” 


veling M 
SECOND MARKET 


The Tacoma News Trib- 
une is the only paper which 
effectively covers Wash- 
ington’s Second Market, 
delivering 73° daily cov- 
erage in Tacoma-Pierce 
County. The second Ta- 
coma paper delivers only 
47%. The Seattle morn- 
ing paper delivers 8% and 
the Seattle evening paper 
4%. The Tacoma News 
Tribune is a “must buy” 
in Western Washington. 
Ask Lorenzen & Thomp- 
son! 


Bank debits are considered by many 
authorities to be one of the most effective 


means of measuring business activity. 


In Washington State, Tacoma ranks 
second in bank debit volume — and has 


maintained this place since 1941. 


The Federal Reserve Bank of San Fran- 
cisco reports these figures: $120,040,000 for 
June 1944, an increase of $5,716,000 over 
June 1943 .. . $660,818,000 for the cumu- 
lative six months of 1944, an increase of 
$15,082,000 over the same period in 1943. 


Just another reason why Tacoma is getting 
more and more attention from national 


advertisers these days. 


™Nows Tribune 


TACOMA, WASHINGTON 


Expect Surplus 
Disposal Units 


fo Use Promotion 
RFC Buys |,000 Lines 


to Offer Plants and 


Equipment to Public 


Washington, Sept. 14. — Leading 
surplus war property disposal 
agencies are actively making plans 
for the use of business paper and 
newspaper advertising, with a 
good possibility that other media 


|may eventually be used, as gov- 
‘ernment seeks markets for 


$100 


billion worth of extra plants, ma- 


‘terials and goods which will be 
|left when the war is over. 


A small amount of newspaper 
advertising has already been tried, 
with good success, by the Recon- 
struction Finance Corporation, but 
current activity is on a temporary 


and tentative basis. 


First experiment with paid ad- 
vertising in the sale of surpluses 


brought a large number of 


in- 


quiries about trainer airplanes, 
after 120-line insertions had been 
placed in 60 newspapers May 14. 
Two other aircraft ads have been 
carried by the same 60 newspapers 


since. 


Largest use of advertising by 
RFC was Sept. 10 when 1,000-line 
insertions were carried by 63 
newspapers, in many cases dif- 


] 
1944 
Defense Piamt © subscbary of Recomstre<: 

im charge of the sale of surplus war industria! == 
the Government announces that to speed up conversica of — 
war operation. it will furnish data to bona fide prospective p. nt 
telerence to lecetion. size and other details prior to declaration 0: — 
surplus purchase or lease will be entered inte — 
tingencies of present contracts and length of time plants will contin, i 

This will enable industry, both large and small, to make ope _ 
far as possible in advance of occupancy =" 
For turther concerning this program and addin, = 
property such as plant . tools and equipment. or _ 
fon equipment. raw products (chemicals, leather. fibres) and = 

eas nearest Reconstruction Finance Corpo Pte 
Office. Surplus War Property Division. — 
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AIDS CONVERSION — Defense Plan: 
Corp. used this newspaper copy 
to list regional offices where informa. 
tion may be obtained on government. 
owned plants prior to their declaration 
as surplus. It is hoped that conver. 
sion will be speeded by helping indus. 
try to make operating plans in ad. 
vance of occupancy. 


ferent perhaps from those which 
carried the aircraft ads. The Sept 
10 ad was an announcement in- 
viting potential buyers of plants. 
tools, producers’ goods and othe; 
products to contact the nearest of 
22 listed RFC regional offices. 
As yet RFC has no organization 
for handling advertising, and is 
placing it through its regular in- 
formation and press. channels 
Copy is written either at the field 


Quit making 
those silly 
noises, Silas! 


I’m just 
crowing 
with pride, 


was back in first place, the first quarter of 


"percentage of business increase over the same 
of 1943. Our increase was 32.5%, as against € 
national average of 22.4%. Business is booming, @ 


WDAY advertisers | 


‘top State! That's not rhetoric—it’s a fact thal 
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Adv 
ejce or in Washington but under | 
. tentative arrangement, no ad- 
~icing experts have been hired, 
have plans been made for 
ng through an agency. 

least one other important 

| agency, Treasury Procure- 

will eventually use con- 
ie advertising to move sur- 
nd may eventually hire an 

Although procurement 
ss have been moved so far 

‘ the use of ads, officials are 

plans looking forward to 

ace “as soon as this kind 
_oenditure is justified,” E. L. 
Oh procurement property dis- 
nos vief, says. 
“rhese plans will be largely 
direction of Albert W. Fry, 
wy director in charge of gen- 
) +yade relations, and professor 
of marketing at Amos Tuck School 
of Business Administration at 
Dartmouth College. 

Advertising to be ‘Orthodox’ 

rreasury Officials who are mak- 
ng these plans predict that the | 
sovernment advertising “will be 
perfectly orthodox.” They point 
out that Treasury is doing a gi- 
santic merchandising job, and that 
ts advertising will be geared to 
the needs of such selling. 

In selecting media, they say, 
they will use the ones which reach 
the market they want to sell. 
These choices will be based on 
“the usual studies of the right 
media, and the right frequency.” 

In preparing for the rush of sur- 
pluses that is expected soon after 
V-E day, Mr. Olrich has stressed 
the fact that Treasury will do a 
careful market study to determine 
the quantities of each item that 
can be sold, and the timing for | 
sales. | 
In addition to the aircraft ads | 
and the general announcement 
mentioned above, RFC has also 
placed a few notices in newspapers 
in territories adjacent to plants 
that have already been declared | 
surplus. In these cases the ads 
were written and placed locally, 
with the permission of the Wash- 
ington office. 

In selecting newspapers for its | 
general announcement Sept. 10, | 
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Cuba Is Your 
Market Now... 
and Tomorrow: 


Three independent industrial | 


companies have made the sur- 


| 
vey : | 


The survey proves that R.H.C. | 
CADENA AZUL leads all) 
Cuban radio stations and net: | 


Works: 


In June, 1944 R.H.C. had a 
rating of 14.6% 


‘(is nearest competitor 


. only 7.7% 


see the survey in our. 


Ni ork offices! 


RH CADENA AZUL 


q 2%)  Cuba’s only network 
ad 


a : affiliated with CBS 


Hu to D. Gonzalez, U.S. representative 
2 42nd Street New York City 


rtising Age, September 18, 1944 


RFC sought a newspaper that has, present contracts, and length of, that the agency would know who, dridge, Sun Oil Company; James 
“good coverage” in each major|time plants will continue in war | the potential buyers were and how |S. McCullough, Yale & Towne Mfg. 

€ ; ‘to reach them. Company; Roland G. E. Ullman, 
ads were given to papers el Other information was offered | ——_- | Roland G. E. Ullman Organization; 
i ticipate in the aircraft achinery, tools, aircraft - : : itt, Schré 4 of 
did not participate in on m ry ircraft com ‘EIA Announces Officers and Arno A. Witt, Schramm, Inc 


city in its disposal areas. These | use. 


series in order to spread the ma- | munications equipment, raw prod- | 


terial as much as possible. ‘ucts (chemicals, leather and| Officers of, Eastern Industrial | 
The Sept. 10 ad advised “bona | fibers) and other capital or pro- | Advertisers for 1944-45 in addition 
fide prospective purchasers” that | ducers goods. |to Douglas F. Miner, its recently 


RFC was ready to provide data on An RFC spokesman said that! elected -president, are: Harry W. 
the location and other details of | while no definite future advertis- |Weihenmayer Jr., L. H. Gilmer | 
its properties prior to their dec-|ing plans had been made, the|Company, vice-president; Harry 
laration as surplus to enable in-| agency plans to bring its offerings | W. Smith Jr., Selas Corporation of | 
dustry to make plans in advance |to the attention of everyone. To! America, secretary; and Walter A. 
of occupancy. Negotiation for pur- | that end, he said, a careful study Fox, Fox & Mackenzie, treasurer. | 
chase will be conducted subject to! of the markets would be made so| New directors are Albert E. Al-| 


For Signs of 
the Future 


Ly 


Ea.quire 


presents 


7 ELEVISIONS First PuLtt-LENGTH 


Musica, Comepy 


Written and produced 
expressly for television 


“The Boys from Bozse”’ 


An original two-hour production 
featuring 
AN OUTSTANDING CAST OF ARTISTS 
AND CONOVER COVER GIRL CHORUS 


SPONSORED BY ESQUIRE AS A MEANS OF 
FURTHERING PROGRESS IN TELEVISION 


September 28, at8 P. M. 
Station WABD, Channel 4, New York 
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Legion of Decency Not 
Consulted on VD Drive 


To the Editor: Our attention has 
been brought to the story in the 
Sept. 4 issue of ADVERTISING AGE, 
pages 1 and 65, which contains a 
paragraph regarding the Legion of 
Decency stating that the Legion, 
«  . had seen the (V.D.) campaign 
material and found it satisfactory 
from its standpoint.” The com- 
plete reference to the Legion of 
Decency is untrue. 

The Legion of Decency does not 
criticize books, magazines and 
other material intended for mass 
circulation. The Legion is solely 
concerned with the moral classi- 
fication of motion picture enter- 
tainment. Thus the Legion of 
Decency could not possibly have 
examined such advertising ma- 
terial with the view of either ap- 
proving or disapproving the same. 


We trust that in the interests of | 


accuracy you will make suitable 

correction of the misinformation 

concerning the Legion of Decency. 
Rev. BRENDAN LARNEN, O. P., 
Assistant Executive Secretary, 
National Legion of Decency, 
New York. 


. 9 


Religion Still to Be 


Tried, Serviceman Says 


To the Editor: While I am not 
particularly partisan to the views 
of the editor of The Catholic News 
on the omission of the War Ad- 
vertising Council’s acknowledg- 
ment of the moral phases of the 


| social disease problem in its “VD” 


campaign, I do take exception to 
the editorial you published based 
on this story. 


Religion is a more deterring and | 
cogent force against the spread of | 


| &< 


OC MC AAV OTST: 


This department is a reader’s forum. Letters are welcome. 


Advertising Age, September 1; 944 


|eradicating a blight on civiliza-| headline could be “House 


| 
| 
| 


social diseases than the mere 
knowledge of them and _ their} 
causes. Your reasoning is spuri- 


ous and superficial when you state | 


that “when religion finds it im- 
possible to control human nature, 
science must come to the rescue.” 
For it is evident that with 70% of 
the adolescents in this country 
raised as pagans, Religion has not 
been tried. An acknowledgment 
of this fact rather than blaming 
the evils of immorality on “inef- 
fective religion” or a lack of 


| knowledge of social diseases and 


the causes thereof would be more 
consistent with sound logic and 
with truth than the bald statement 
you have uttered—‘“it seems un- 
fortunate to us that church lead- 
ers, who must admit that the re- 
straints of religious training have 


/not done much to solve this prob- 


lem, are inclined to attack what 
after all is a practical method of 


BSE 


‘m growing dollars 
Smart Sales Managers Can Get 


OLLARS grow on the hoof in lowa. A pig 
today is a farmer's profit tomorrow—rung 
up on some town or city cash register of urban 


Iowa a few days later. 


Millions of such pigs’ feet are trotting around 
fat lowa farm lands. They carry a steadily in- 
creasing load of dollars for lowa families to 
spend quickly for things near their hearts’ 


desire . 


That yearly flood of urban purchasing power 
steadies the pulse of trade in thousands of solid 
towns, in scores of centers of industry in 


Hawkeye land. 


and your best prospect of a steady market if 


7-—R. o T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


_ pes Momes REGISTER and TRIBUNE | 


It’s a great market today 


|Stirs a Protest.” 


f your Sept. 4 issue there is a small 


tion.” 

It is only common sense to rea- 
lize that the offering of a “safety 
device” to insure against the 
frightful results of “VD” will not} 
mitigate but increase the tempta- 
tion with a consequent spread of 
these evils. If, as you intimate, the 
fear of God and a strong moral 
sense have proved ineffective in 
overcoming the causes of such ills, 
certainly purely man-made de- 
vices and spurious propaganda 
will not prove effective. A few 
handsome appropriations may 
benefit certain media in the spread 
of such information but advertis- 
ing itself will never be ennobled 
or elevated thereby. Such “adver- 
tising’” is indicative of a down- 
ward trend in this great and fine 
profession which has to date been 
prolific of great good. 

The point of my story is—why 
not recognize and acknowledge the 
truth? There are enough inane, 
shallow editorials nowadays which 
are an insult to the intelligence of 
decent, sound-thinking men with- 
out adding to them. 

T/5 ALLEN W. JANUSCH, 
Camp Stewart, Ga. 


v v v 
Asks Public Scolding 
for ‘Broken Cup’ Letter 
To the Editor: On Page 65 of 


item headlined “Broken Cup Ad 
This offers an 
excellent opportunity for another 


of your first-rate editorials on | 
matters of large interest to our | 
| profession. 


The publisher of China and| 
Glass in the letter to Elmer Davis | 
takes a narrow and selfish view- 
point that deserves a strong scold- | 
ing in public print. | 

If you think this item warrants | 
editorial attention, I hope that you | 
will forward a copy of your edi- | 
torial to Elmer Davis at the earl. | 
iest possible date. 

As a spokesman for the adver- | 
tising profession, and by means of | 


one of your characteristic edi- 
torials which obviously reflect 
|careful and intelligent thought, 


|you could do much to help Mr. | 


Davis understand that there are} 
thousands of good citizens in our 
advertising ranks who may have 
touchy commercial corns, but are | 


| willing to undergo sOme pain to 


| 


serve the nation’s best interests. 
GEORGE W. DAvIs, 
Young & Rubicam, Detroit. 


Scoops World on 


\‘Secret Weapon’ 


peace comes tomorrow or two years from now. 


Within greater lowa is a concentrated mar- 
ket—R & T Iowa—that includes the cream of 


industry, agriculture, business and the pro- 


fessions. 


readers. 


.. just part of the biggest farm income 
that any state pours through urban outlets 
into the stream of national wealth. 


R & T Iowans are paying their debts, are 
socking money away in banks and bonds and 


peace, the good black Iowa dirt, the richest on 


or grow it on the hoof that R & T Iowa will 


spend for products that have won their favor. 


. 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


|of interest, 
Its boundaries are printed pages, 


pages whose editors have earned the faith of | 
lowa because they have kept faith with their 


| 


rightly priced productive land. Come war or 


earth, will continue to spout wealth from fields 


To the Editor: I don’t know) 
whether you’d care to feature the 
following as a tear-out-the-front- 


| 


page -and-run-this item, but I) 
thought your readers would find it| 
anyway. Maybe the! 


Editor Scoops World on 
Weapon” or something. 

Please look at Page 4 a 
February, 1943, issue of “T. + 
Donut Merchandise” herew 
of the house organs which 
for the Doughnut Corpora 
America. Under the nom de ne 
of Walla Walla, I wrote x 
verse, the last two stan: pe 
which read: 
“Now here’s a hush-hush se »4_ 

Something I'll stake my ‘re oy 
DCA’s do-nut machine 

Is U. S.’s Secret Weapon 


“To the foe we send wiffs . 
Donuts frying (that’s the cys. 
tem!) j 
Foe surrenders, for you see, 
They’re so good, they can’t re. 
sist ’em!” 
In the Aug. 14 issue of Tiny 
under the page heading “Misce]-. 
appears this 


lany on Page 93, 
item: 
“Mmmmm! In New Guinea. ; 


captured Jap sheepishly explained 
that the aroma from the G., | 
bakery had been so tantalizing 
that he had just had to surrender.” 
Note, also, how perfectly my 
illustration fits in with Time's 
item. 
ALBERT COLEMAN, 
Doughnut Corporation of 
America, New York. 
So 2 


Must Be a Roboat 


To the Editor: Referring to the 
enclosed Chris-Craft ad, the man- 


a Buy US. War Bonds Toco, — 
te *Jemers eee cranencand YOUTH 


= hess - Cre 7 


one ower! seer neces 


PILOTLESS—Although this 


reproduc- 


| tion doesn't make it clear, the Chris- 
| Craft shown churning the foam hasn't 


a sign of a person at the steering gear 
as a sharp-eyed reader points out. 


ufacturer evidently forgot to in- 
clude “Robot Steering Mechanism’ 
in his list of specifications! 
ARTHUR WEINMAN 
Chicago. 


Approves Controlled 
Liquor Posters 


To the Editor: You are rigit in 
your contention that there im- 
portant public relations in tne 
problem of using 24-sheet posters 
for liquor advertising. 

Though at the present we are 
not using this medium, I h: ni 
objection to it provided the 0ca- 
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ons are controlled. By this I| nomic speculation. ie To Stevenson & Scott 'To Sherman & Marquette | Appoints Poyntz Agency 
were I to use 24-sheets I/ I propose that—as skull prac- J. W. Wilson, associated with = ' : ; 
| want to approve each and | tice and as penance for ill-founded | pomac Engravers. Toronto a d Carleton Alsop, formerly pro-| Blachford Shoe Mfg. Company, 
‘inne’ Fore it was posted ak’ — Re ae Toe mee xg habe Oo “nC! ducer of the “Abie’s Irish Rose”| Toronto, has appointed Alford R. 
y location before 1 P dogmatism Katherine be sen-| Montreal, for the past 11 years 9 ' 2 saa 
not to violate some of the|tenced to spend her lunch hours|has been appointed account ex- | and “Judy Canova” radio shows, | Poyntz & Co., Toronto agency, to 
:posed restrictions and ethics | next week at the library, looking] ecytive of Stevenson & Scott Ltd | has joined Sherman & Marquette,| handle its advertising. Harry J. 
industry. We have always | up how the third and fourth edi- | Toronto ; > ~~ | Ine., New York, as radio director. Robertson, formerly with \ er 2 | 
i over backwards in an en-| tions have it. I’d like to know, . 9, eee tl a ar all Bl He replaces Morgan Ryan, ee eo eee and Ph igi ol 
: to build good will for the | to9>7—now that the matter has been . . becomes an account executive,| Ewa utd., has joine le crea- 
r om brought up. Martin Joins Servel with offices in New York. | tive staff of the Poyntz agency. 
= C. a DENNIs J. O’NEILL, Edward R. Martin, formerly 
rtising Manager, William D’Arcy Advertising Company, | superintendent of statistical activi- 
eson & Co., Division, Sea- Cleveland. ties of American Gas Association, GIiBBO NS KNOWS CANAD A 
n Distillers Corporation, P. S. I don’t doubt that Lejon’s | New York, has joined Servel, Inc., os GIBBONS LTD. mercnanoisine 
York. version was wrong by any edition, | Evansville, Ind., as chief market- | z 2, Ow StdRey - TORONTO nt — < 
ew but I suspect the art director. ing statistician. cat, WiNwPEO, RLCINA, CALZABY, EDMONTON, VARCOUYS 
W hoops! 


the Editor: May I suggest 
tho{ letters criticizing anything in 
publication are not consid- 
otherwise there would be 
n adverse criticisms. 
it would seem that in your 
masazine freedom of speech is 
coniined to those who agree with 
everything the magazine touches. 


Lom fo’ 
C. G. ABBEY, > met italia sie 
National Advertising Manager, se a host -_sitte ae | os 
Times, Geneva, N. Y. nues to ral 2 organiza’ lued depends 
ee a Wart cont! yetailerss paid problems ee Fs sample: 
renrsy ’ these Ys 497 © 
It's All Greek to Us manufacture ell many or: its job 
. : ov P . eT bee 
To the Editor: I have neither a sumers- - a 
professional interest in_ Lejon largelY 
brandy nor even a connoisseur’s, arge.. 


but before Katherine Smeya’s 
critique (Voice of the Advertiser, 
Sept. 11 AA), gets into the bound 
files and thus well on its way to 
the history books (under Persian 
. Literature, see Iran), someone 
should caution generations of 
copywriters yet unborn that Kath- 
erine was a little more dogmatic 
than her apparent research justi- 
fied. Evidently, she didn’t go back 
beyond the fifth edition of Edward 
FitzGerald’s translation. The 
equally authentic first and second 
editions are at variance with each 
other and with the lines she 
quotes ex cathedra as the only 
acceptable FitzGerald pronounce- 
ment on this wistful socio-eco- 


PROOF 


| 
OF RESULTS | 
FROM RICHMOND'S | 


| WRNL 


Here is a result story 
that speaks for itself: 


* 70.8%, OF THE NATIONAL 
1€ ADVERTISERS ON THIS STA- 
rs TION ARE RENEWALS. 


* 88°, OF THE LOCAL ADVER- 
7 TISERS ON THIS STATION 
ARE RENEWALS. 


Advertisers don’t renew 

contracts unless the me- 

dium they use “pays 
off” in results. 


N 
RICHMOND 3 
IRGINIA | 
T's 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A. is published by The Dallas Morning News in the interest of all newspapers 
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Reconversion Poses 


Psychological Problems 

Washington, Sept. 14.—While no | 
one need blush because this na- 
tion has built so many weapons 
that it will soon turn part of its 
attention to other things, key of- 
ficials here make no effort to con- 
ceal their concern that a large 
segment of the civilian and mili- 
tary population may misunder- 
stand the imminent return of 


By STAMLEY E. COHEN, Washington Editer 


civilian goods. 

To the soldier in an Asiastic| 
foxhole, or his wife awaiting the 
step of the postman, a saturation | 
of unwise advertising copy can 
mean bitterness, and fear of post- 
war insecurity, during the long 
months that it must take to wage 
a hard campaign against the foe 
in the Far East. 

The dangers in this situation 
will be somewhat reduced if ad- 
vertising men support a plan now 
under consideration at the War 
Advertising Council, to use ads 
to remind the public of the prob- 
lems involved in fighting the 
Pacific war. 

We have learned already that 
servicemen resent boastful war 
advertising, and there have been 
reports from the Pacific that 
soldiers find V-E Day industrial 
demobilization hard to understand. 
For a long time to come the in- 
genuity of a particular manufac- 
turer, whether applied to the best 
tank made, or the most handsome 
vacuum cleaner, will be over- 
shadowed in the public mind by 
concern for those at the front. 


| pine 


1K * os 
Talk: Butter shortage this fall, 


with supplies destined to be the 
lowest in 50 years, is said to re- 
sult from faulty pricing. Allegedly, 
dairy people are producing un- 
usual amounts of light cream, be- 
cause cash returns are greater for 
the same amount of butter fat. 
Food people also say the sugar 
shortage will be extended into 
1946. Though home rationing may 
end for political reasons, indus- 
trial sugar will be doled out be- 
cause reports show a world-wide 
shortage that cannot end until 
new crops come from the Philip- 
Islands. Fear: If ration- 
ing of sugar for home use ends, in- 
dustrial firms fear ‘‘competition” 
from home-made ice cream mixes, 
candies, soft drinks. 
Bd Bo HE 

Urge: Bureau of the Census, 
now quartered in isolated subur- 
ban Maryland, will use its need 
for additional space for the forth- 
coming Census of Industry as & 
lever to pry OPA out of its spaci- 
ous quarters in the heart of the 
city. Census, with relatively few 
visitors, was shipped to the 
frontiers so that much-visited 
OPA could be handy to its guests. 
With OPA now shrinking, Census 
Director J. C. Capt thinks OPA 
can get along with less sumptu- 
ous quarters, so that Census can 
get back to normal. Method: 
Manpower Chief Paul McNutt 
thinks that the overtime pay in- 
centive will protect war industries’ 
manpower supplies during partial 
reconversion period if civilian in- 
dustries are held to 40 hour week. 
Peace: With radio due an esti- 
mated half million in paid Wac 


slit 


A huge human stake of 7,000,000 men serving overseas 


makes war and political news, personal news, to most Amer- 


ANS os 


news programs of major interest to radio listeners. 


That’s one more reason KCMO, Kansas City’s Dominant 


News Station, delivers more listeners per dollar in this thriv- 


ing market. 


A daily average of 17 newscasts includes out- 


standing BLUE commentators, complete AP and UP cover- 


age, and the last word on local 


events. 


During the next few months, decisive battles and the presi- 


dential campaign will make KC 


greater listener attraction. 


‘1MO’s news service an even 


So call your nearest McGillvra 


office today, for information on the best KCMO availabil- 


ity for your sales message. 


Cell Any 
Joseph Hershey McGrivre Office 


advertising OWI’s radio bureau 


has made peace with the War De- 
partment, and put Wacs back on 
the contributed time list. 
Racket: Some traveling sales- 
men build their sales by offering 
to buy part of their firm’s postage 
stamps at fourth class post offices 
in stores where they deal. Post 
Office Department warns that 
fourth class postmasters will not 
be paid commissions on such sales 
when they are discovered. 


Balm: Those aluminum cans 
which WPB has authorized will 
not drive prewar plated steel cans 
from the market after all. Alumi- 
num industry reports that cost is 
too high, and that despite can 


shortages, orders have come in for | 


only about 15% of the authorized 
number. Aluminum may afford 
better protection for dry-pack 
foods such as fish, they claim. 
Competition: Trade associations 
are cool toward efforts of the 
American Standards Association 


to take over simplification work | 


done for industry by the govern- 
ment’s Bureau of Standards. Busi- 
ness people like efforts of Bureau 
of Standards to reduce number of 
sizes of packages etc., fear that 
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|similar work by private industry 
| would run afoul the anti-trust 
laws. 
te * ok 

Work: Now that the shouting 
is over, officials are putting in 
| long hours planning the cutbacks 
that will follow V-E Day. Every 
effort will be made to warn manu- 
facturers of what is ahead for 
them, and to protect competitive 
position of industries in canceling 
war contracts. However, under 
the WPB plan of removing all re- 
strictions except on the use of a 
few critically short items, a few 
months of hectic scrambling for 
relatively scarce materials and 
parts is inevitable. Though gov- 
ernment will protect essential util- 
ities and others, civilian goods 
manufacturers will be pretty much 
on a survival of the fittest basis. 
Informed sources say plans for the 
cutbacks should be completed 
within three weeks, and recon- 
version will come in three months, 
regardless of whether fighting has 
stopped in Europe. War Baby: 
Motion pictures for training pur- 


merce Department reports. 
by the Army and Navy is well 


known, but it should also bs 
that more than 5,000 com 
had films. Army estimate 
pictures reduce training 
20 to 40%. 


* * 

Interest: Eric Johnston, 
Chamber of Commerce pre 
believes that postwar housi: 
fers .great possibilities 
realization of the national 
for high level of employme: 
his first public appearance 
his visit to Russia, he is ¢ 


tion industry before the Na 
Association of Home Builde) 
Sept. 25. Home Builders se 
for 10,000,000 new houses 
sults: Treasury Procuremen: 
licity folder for surplus 

matic life rafts Grew so ma) 
quiries from individuals t} 


on new horizons in the con:: 


| special notice was issued ad) 


Re- 
pub. 
neu- 

in- 


at a 


sing 


them to watch newspaper ads for 
offerings by their local merchants. 


Study: FCC has set up an Fy 
| Station here to study recently de- 
|tected operational irregularities 
which engineers have reported 


tions. 


poses have taken a tremendous|FM signals, usually confined to 
spurt during the war, the Com- | 20 or 30 miles, reappear at 500 to 
Use} 1,500 miles, jamming other sta- 
Problem: Post office 


ex- 


Lots of advertising will have to go over our economic dam to p 


duce the big sales needed to keep plants humming, provide jobs, a 


maintain high national income. By its wartime performance, indust ff 


again has demonstrated its own ability and the rightness of fr 


economy. Advertising is the proved method of getting business mo 


economically. Combine these two great forces and America will 0! 


tinue to win frontiers. Make your postwar advertising and sellil 


plans now and be ready for conditions just ahead. And wien ! 


time comes, be sure to specify Champion paper for all your }) intio 


THE CHAMPION PAPER AND FIBRE CO., Hamglti 


MILLS AT HAMILTON, OHIO ... CANTON, N. C. ... HOUSTON, T! 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bond 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CI 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
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nects to handle 70,000,000 over- 
. packages this year compared 
“90,000,000 in 1943. Grant: 
n manufacturer, employing 
sons, has been authorized to 
signs again in Spokane, 
the WPB spot authorization 
der. Project: Rep. Lea, chair- 
of both the FCC investiga- 
and House interstate com- 
. committee, promises to in- 
e legislation next session 
jimiing the powers of the FCC 
over broadcasters. Lea says in- 
-oeations show that FCC has 
to. nuch power, but there isn’t 
timc now to do anything about it. 
Ban. FTC has forbidden East- 
mo: Sodak from setting minimum 
pris on Kodachrome and Maga- 
zine film. According to the find- 
ne these films have no competi- 
' and therefore are not covered 
the Miller-Tydings Act permit- 
ting owners of brand names to 
© -eculate the price of their product. 
act applies only to brand 
name goods in competition with 
other products. 
* oh * 

0 Clue: WPB will concentrate re- 
0 maining war work in special-pur- 
: nose war plants like Willow Run 
a co that other readily convertible 
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plants can get on civilian produc- 
tion as quickly as possible. Scarce: 
Synthetic organic soaps, used in 
such items as bubble bath soaps 
and soap flakes, continue scarce, 
must be rationed for such essen- 
tial uses as production of textiles, 
leather, pulp and paper and insec- 
ticides. Newcomer: Thomas T. 
Morton, of Noyes & Sproul, New 
York, is now art director for the 
Treasury war finance division. 
He was once art representative for 
J. Walter Thompson in Buenos 
Aires. Loan: Howard R. Bowen, 
who watched the births and deaths 
of distribution businesses for the 
Department of Commerce, is on 
loan for a year as chief economist 
studying internal revenue laws for 
the House ways and means com- 
mittee. 
1 a6 oe 

Deductions: CIO President Phil 
Murray would like the govern- 
ment to sell bonds by payroll de- 
duction as a permanent part of its 
financing program. The plan, or- 
iginated to insure a steady market 
for war bonds, has promoted thrift 
habits and helped establish greater 
economic security for all the 
people of the United States, he de- 
clares. Talk: The Army has pre- 


pared some 50 pamphlets on such 
topics as “Do You Want Your Wife 
to Work After the War?”; “Shall 
I Go Back to School?”; “What 
Shall Be Done with War Crim- 
inals?”; “What has Alaska to Offer 
Postwar Pioneers?” . They are for 
off-hour discussion groups. Help: 
Commerce in a “Guide for New 
and Prospective Foreign Traders” 
advises marketers to consider 
whether the customs and manners 
of foreigners make their product 
acceptable. 


Philip C. Handerson 


Joins Visual Training 
Philip C. Handerson, associated 
with United Service Organizations 
since the beginning of the war and 
before that advertising and sales 
promotion manager of Harry Fer- 


guson, Inc., Detroit, has joined the | American Home Foods. He joined | 


c eS . | Clapp in 1931, and has been sec- 
of Visual Training Corporation, | retary and treasurer of that com- 


contact and sales promotion staff 


Detroit, producer of promotional 
programs and visual training aids. 

Mr. Handerson was formerly 
secretary - treasurer of Griswold- 
Eshleman Company, Cleveland, 
and director of advertising and 
publicity of B. F. Goodrich Com- 
pany, Akron. 


American Home Foods 

Promotes R. B. Thomas 
R. B. Thomas has been ap- 
pointed vice-president and chief 
administrative and executive as- 
sistant to H. W. 


Roden, presi- 
dent of Ameri- 
can Home 
Foods. His 
headquar- 
ters will be in 


vice - president 
in charge of 
production of 
| R. B. Thomas mBarold FH. 
Cros, inc, 


| Rochester, N. Y., manufacturer of | 


New York. 
Mr. Thomas | 
was formerly | 


Home Furnishings 


® Reflecting the Think- 
ing of the Home Furnish- 
ings, Housewares, House- 
_ hold Appliance and 
| Radio Industries. . . . 


| 


The consumer publications 


pany as well as vice-president. 


Bolan Elected to TAAN 


St. Louis, 


Advertising Agency Network. 


ptin 


It 


AS 


i nvelo 


Charles W. Bolan, Advertising, | 


bright future faced by home 
furnishings in the aggressive 
promotion many of them are 
now directing at the industry. 


has been elected to 
membership in the Transamerica 


Such publications as The New 
York Times; Christian Science 
_Monitor; House & Garden; 
Better Homes and Gardens; 
Good Housekeeping; Dell 
Publications; Fawcett Publica- 
tions; Charm; Mademoiselle, 
Life, House Beautiful and 
McCall's are among those 
making a constant drive for 
home furnishings advertising. 


All of the above promotion- 
minded publications appre- 
ciate the value of advertising 
in the only business publica- 
tion that offers them a one- 
paper coverage of all home 
furnishings fields. 


‘That's why you will find their 
advertisements in RETAILING 
‘Home Furnishings, through 
which they are reaching: 

= 3,000 manufacturers of 
| home furnishings, housewares, 
major appliances and radios. 


Over 10,000 retailers — the 
well-rated stores that do over 
75% of the home furnishings 
volume in furniture and de- 
»artment stores. 


RETAILIN 
HOME FURNISHINGS 


A Fairchild Publication 
Fairchild Bidg., 8 E. 13 St. 
New York 3, N. Y. 
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Kable Names Hayden 

Kable News Company, Mt. Mor- 
ris, Ill., magazine distributor, has 
named Harry Hayden Company, 
New York, to handle advertising 
and public relations. 


Closing out—_Bese qualley 


“ALBUMS. 


Made for U. S. Army Air Foree 


NOW! ~ 
while they last... $45.0° EACH 


Tete serap-book, suitable for full newspaper 
photos, advertising campaigns, art w- 


oo a) other evidence of testimonials, 

rained an 
OOSE-LEAF 
3 ad- 


Heavy black simulated leather 
reinforced corners; 100 BLACK 
PAGES. Cloth hinged for durability : 
justable re type metal binding posts. 
Also avail 


LEAF PAGES (not cloth hinged) 
No. B-20 Sheet Size 18x26 in. 
No. B-22 Sheet Size HH fete a 
No. B-23 Sheet Size 13'/ox11 in......... 
No. B-24 Sheet Size 10x11, ict 


SAMUEL L. UNGER 
3 EAST 14th ST., NEW YORK CITY 


Remittance with order assures prompt delivery. 
Money Refunded if not satisfactory. 


‘Drink a Salad’ 
Is Theme of 
| Wereronto Ads 


Chicago, Sept. 13.—Adopting the 
|theme, “Drink a Salad,’ LaChoy 
Food Products, division of Bea- 
trice Creamery Company, is 
|launching an extensive sales and 
|advertising campaign for its 
|canned vegetable juice’ blend, 
Vegamato. 

Twenty-four sneet posters, to 
be shown through October, are 
| now going up in 11 cities through- 
|out the country where the division 
|operates branches. A schedule of 
500 and 200-line newspaper ads 
will break in these same markets 
starting Oct. 5, and spot radio an- 
nouncements also are planned. 
Local distributors in each com- 
munity are being provided with 
point of sale material and are 
arranging mass store displays of 
the product. 

The campaign is the first sus- 
tained drive for Vegamato, a com- 
bination of nine juices, since La- 
Choy was taken over by Beatrice 
Creamery last fall. Some changes 


have been made in the product, as | 
well as in the package design. 

Both the outdoor and newspaper 
copy feature a picture of the Vega- 
mato can along with raw salad 
vegetables, emphasizing the theme, 
“Drink a Salad.” Also featured is 
the slug, “Seasoned with the sunny 
tang of real lemon.” 

Foote, Cone & Belding, Chicago, 
handles the account. 


Six Join AFA 

The following have been elected 
to membership in Advertising 
Federation of America: National 
Safety Council, Chicago; News- 
Sentinel, Ft. Wayne, ind: S. S. 
Dental Mfg. Company, Philadel- 
phia; McClatchy Broadcasting 
Company, Sacramento, Cal.; In- 
dex -Journal Company, Green- 
wood, S. C., and Outdoor Adver- 
tising Association of West Vir- 
ginia, Charleston. 


Blue Expands Co-op Dept. 

In an expansion of the coopera- 
tive program department, the Blue 
Network has appointed Barney 
Cragston as salesman to contact 
national and regional spot adver- 


tisers. 


. 


Pr Pas Program Fierce Armored Battle Mounts § South 
of Caen; Mighty Russian Tidal Wave 
co suage's on Lwow and Brest Litovsk 


WORLD- HERALD 


‘ The Omaha 


a 


‘in percentage of hy 


-STATE-WIDE 


_ COVERAGE 


se 


oS: palsoctN'dbicallibe cor 
=. And for you, Mr. Space Buyer, it means 
_ economical, one medium coverage of a rich market 
++ mow and in post-war years. Be sure to "A" 


WORLD: HERALD ; 


One of the a eee 


COVERS NEBRASKA AND S. W. IOWA 
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Yesterday he asked . 5 


What Will the New 
RAMESES Balanced Blend 
Do for Me? 


we can say —You'll Be At Ease With Rameses. 
STEFHANO BROS. Mahers of Quality Cigarettes for Hall « Cantury 


phano Bros. has launched a 
paign in about 25 newspape:. ;; 
larger cities 


to introduce a new 


||Rameses Given 
Promotion Push 


Philadelphia, Sept. 13.- 


in Indiana, Minne. 
sota and Wisconsin and New \., 
“bal eq 
blend” of Rameses cigarets. ’ 

Rameses has been changed op 
king size at 20 cents a pac: { 
standard size at 15. The ey 
blend is primarily American to. 
baccos, with Greek and Turkish 
“You'll be at ease with Ramc:es” 
is the slogan. 

Stephano is continuing a nv ws- 
paper campaign for Marvels ¢ var. 
ets, in states throughout the coup- 
try which do not have a 2-cen; 
tax. Aitkin-Kynett Company, 
Philadelphia, is the agency. 


Continental Pipe 
Starts Campaign 


Continental Briar Pipe Com- 
pany, with its subsidiary, Empire 
Briar Pipe Company, launched its 
fall campaign last week with sin- 
gle column and half-page two- 
color insertions in Collier’s, Es- 
quire, Liberty, Look, Outdoor Life, 
The ‘Saturday Evening Post and 
other consumer magazines. 

Duane Jones Company, New 
York, is the agency. 


NEW BLEND—Rameses cigarets'’ new 
balanced blend is being promoted by 


Stephano Bros. in a campaign appear- 
ing in 25 newspapers through Aitkin- 
Kynett Co., Philadelphia. 


|'CRC Promotes Three 


James Flora and Sidney Asp 
have been advanced to advertising 
manager and assistant advertising 
manager respectively by Columbia 
Recording Corporation, Bridge- 
port, Conn. Richard Dodge of the 


|CRC art staff has been appointed 
to succeed Mr. Flora as art di- 
| rector. 


larger space in 
2 mostimportant 


PRACTICAL BUILDER 
Chicago § 


SALUTE TO 


KEYSTONE STEEL & WIRE 
Keystone's 1900 empl 
working in a huge plant of 
one million square feet of 
space, manufacture bi 
rods, and wire, including ! 
carbon and special ani 
wires. Nearly 1000 fabric: 
convert these 


companies 
N ER I N IN PEORIA ducts into innumerable 
‘ = War products 
“Cables for Conquerors 
Keystone Steel and Wire poe any, like many other mine-sweepers, landing | 
Peoria industries, will have no reconversion problem when and cargo vessels—are m 
the war is over. The same machines that produce for the Keystone wire | 
on (eys > mn 
| Army and Navy now, will Gan supply civilian needs. The And—Keystone fencing 
| 1 4 es will 1 wire and steel post 
| fabricators who convert Keystone products will again A f ahaa’ 
' , 5 . merican armers ee 
supply the bins and hardware stocks of hometown met , Z , 
5a , ‘ stepped-up demand for | 
chants. Keystone fears no post-war unemployment period | 
aa 
WMBD serves the workers of Keystone and = all 
PeoriArea. A thrifty heart-of-Illinois section comprising 
16 counties bountiful in livestock and grain, thriving with 
| industry: PeoriArea is a market to cultivate for both 4\ FREE & PETER 
present and postwar sales. Reach this rich market area of Eucturive Nations 
y - “ epresentatre 
600,000 population over Radio Station WMBD 
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Starts Extensive 
Consumer Drive 
‘or Conklin Pen 


icago, Sept. 12.—To build up 
tanding in the field for the 
» oetitive postwar battle, Conk- 
‘en Company, one of the old- 
rms in this business, has 
hed an extensive consumer 
aign and plans even more ag- 

ve advertising next year. 
company, which claims to 
| introduced the first self-fil- 
] fountain pen back in the 
j-ou’s, has done little advertising 
i ecent years, its most recent 
effort having been’ small-space 
c run about a year and a half 


e new consumer copy, esti- 
mated to reach a total circulation 
of 25,000,000 each month, features 
a copyrighted “Names That En- 
dure’ theme. Each ad in the series 
illustrates some person famous in 
history, leading logically to the 
company’s statement that Conklin 
is “The pen that endures for gen- 
erations.” 


Using Long List 


The company is using 170-line 
ads in rotogravure sections of 
newspapers throughout the coun- 
try, and has scheduled similar 
space in an extensive list of maga- 
zines, including The American 
Weekly, American Magazine, Click, 
Collier’s, Cosmopolitan, Dell De- 
tective Group, Esquire, Fawcett 
Women’s Group, Good Housekeep- 
ing, Hillman Women’s Group, 
Liberty, Life, Look, Macfadden 


Women’s Group, Parade, Parents’ | 


Magazine, Redbook, The Saturday 
Evening Post, This Week Maga- 
zine, Time, True, True Story and 
Woman’s Home Companion. Copy 
is appearing on a staggered sched- 
ule, in some publications once a 
month or: oftener, and will reach 
a peak during the Christmas holi- 
day season. 

Although not using business 
paper space at present, the com- 
pany is merchandising the con- 

— sumer ‘series to distributors. Like 
other pen manufacturers, it can’t 
fill current orders, but it is count- 
ing on the “Names That Endure” 
series to stimulate consumer de- 
mand for an extensive postwar 
volume. 

Current copy, meanwhile, 
stresses a product story despite the 
limited supply, telling consumers 
that the “dignified yet modestly 
priced Conklin Glider,” retailing 
at $2.75, is precision-built through- 
out, with gold iridium tipped 
Cushon point and other features 
which “assure enduring efficiency, 
years of dependable performance.” 

A. A. Phillips is advertising 
manager of the company. Charles 
Edson Rose Company, Chicago, 
handles the account. 


Housewives Adhere 
to Basic Foods List 


A housewives’ poll on meal 
Planning and nutrition just com- 
pleted by Fawcett Publications, 
New York, reveals that 78% of 
housewives queried are familiar 
With the seven basic food groups 
recommended by the government 
‘or adequate diets. Of this group, 
9% said they followed the basic 


_—_—. 


ee RRR 


\o. 1 on the list 


as a result-getting 
vertising specialty ... 
amous Pudge Heffelfinger 


FS. TBALL GUIDE 


Complete and 
authentic dope. 
1944 schedules. 
A pocket-size 
football encyclo- 
pedia. 


Write or wire 


NAVE & PEARSON, INC. 
) Broadway, New York 19 


35 


food patterns consistently in plan- | = | A recent survey of the Commis-,manager of Station WABC, CBS 
| Publishers Eager \sion files shows that of 241 FM| key outlet in New York. 


ning meals. 

The survey also reveals a . applications, 98 had newspaper Mr. Walker succeeds William 
marked increase in the number of to Obtain FM lownership or affiliation. Of 75|James Brown, who has ‘become 
housewives who plan meals from television requests, about five were| director of the WABC program 


|a day to a week in advance and Radio Licenses ‘from publishers. 


| who strive for variety in menus | | A recent*estimate indicated that 
|in the face of wartime shortages.| Washington, Sept. 14.—News-|276 standard stations, of 912 op- 


‘““Missus Goes A-Shopping.” 


4 —— |papers continue to demonstrate | erating at the time, aré news- — ‘ . 
Two Join Compton 'their interest in radio, with pub- | paper-owned. ACA; Looking For A New Line? 
Mildred Kearney, formerly copy- | — igen Seg —s — a2 ecetnaass — 
writer at H. B. Humphrey Com-|"0" 0° R roadcasters . . 
pany, Boston, and Ruth secs. ‘awaiting improvement in the CBS Shifts Walker ~_ Din pret sid ‘today. Lat. “pace 


Let us pack 
formerly script writer for NBC,|eqauipment situation which will! William Walker, assistant to the | Cunstes fora te, ee eee On el” we 
have joined the radio copy depart- | enable the FCC to take up the file | supervisor of Columbia Broadcast- | can handles few more good accounts. Write 
ment of Compton Advertising, |of nearly 250 FM applications now|ing System network operations, . ( 

New York. pending. has been named sales _ service | 


THE GIBSON COMPANY firey PY Nows 


WKY is the top 


favorite among 
farm listeners 
in Oklahoma 


WKY is heard 


regularly by more 
people than is any 
other Oklahoma station 


The favorite station 


of most Oklahomans 


for news 18 WHY / 


WKY's audience, 


morning, afternoon 
and night is far 

greater than that of 
any other Oklahoma 
City station 


WKY is by far the 
most listened-to 
of all Oklahoma 


City’s stations ! 


Some of the Things 
The New Oklahoma Radio Study Tells Advertisers 


@ Just off the press is the first statewide survey of radio listening 
habits and preferences ever made in Oklahoma. This fact-packed 
study, conducted by the author of the well known Iowa and 
Kansas studies, Dr. F. L. Whan of the University of Wichita, 
is a complete diagnosis of Oklahoma listening in cities, villages 


}and on farms. 


As for station preferences of listeners in Oklahoma one fact 
stands out above all others: WKY IS THE DECISIVELY 
DOMINANT STATION OF OKLAHOMA! WKY 
| regularly, morning, afternoon and night, by more Oklahomans 
| It is 
| Oklahoma’s favorite station for news and market reports. It 


is heard 


REPRESENTED BY 
THE KATZ AGENCY 


|in cities, villages and on farms than any other station. 


shows, as has every survey before it, that WKY has by far the 
It shows that 
the best buy for radio advertisers in Oklahoma is WKY! 


ce The Dolly Chishewen 
|greatest audience of any Oklahoma City station. 


all 
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Store Tests Show 
Importance of 
Shelf Locations 


New York, Sept. 13.—A strong 
argument that national advertisers 
can present to the trade when ask- 
ing for good frontages and shelf 
locations in stores is embodied in 
supplementary report following 
up store tests conducted by the 
Progressive Grocer. 

The report, based on a study | against 395 for both when located | identical period, sales jumped to | manufacturers.” 


13 cities, 


disclosed 


the 76 stores between his own} 


each in turn occupied a preferred | 76 stores. 
store position, 


made by a leading manufacturer|in an unfavorable spot. But when/1,806 units, a 62.8% increase, 
of jellies and jams in 76 stores of | the leading brand was moved from | one week’s time. 
comparisons|the unfavorable position to the | Emphasizing that clerks have a . 

which suggest that preferred store | preferred location, the sales in-|much to do with shelf locations Fall-Winter Drive 
locations are most productive of| crease was 131 units. 
sales increases when given to lead- 
ing nationally-advertised brands. | unfavorable spot 

Competitive tests were carried | location, showed a sales increase | get the maximum results possible New York, Sept. 14.—Best Foods 
on by the manufacturer in 17 of | of only 53 units. ts 


to the better|and clerk cooperation in order to 


The com-|and frontages, Progressive Grocer 


peting brand, moved from the) points out the importance of dealer for Seven Products 
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"Best Foods Staris 


|from acceptance created by con-|Inc., this week launched exte))siv¢ 


Shelved below eye level, where | sumer advertising. “It is quite|fall and winter newspaper anq 
brand, which had enjoyed na-|the customer had to reach down,|evident that with self-service|magazine campaigns for 
tional advertising, and brand_“X.” | sales of the leading manufacturer’s | arrangements growing with such| margarine, Shinola shoe polishes 
Total sales of both products, when | product amounted to 1,109 in the | rapidity,” it adds, “this matter of |H-O oats, Presto Self-Rising cake 
When the product was | frontage and shelf position is be-| flour, and Hecker’s, Ceresota ang 


were 519 units,,moved up to eye level for an|coming increasingly important to| Aristo all-purpose flours. 


Food copy will be keyed to cop- 
form with the government’s war. 


time nutrition program, and wij 
use the ‘Food Fights for Freedom” 
slogan. 

A total of 175 newspapers jj] 
be used. In addition, insertions 


"Hey, Bill Mennen/ 


You and I could make music together!" 


You know... 

That pleasant rustle of folding 
money. And the jingle-jangle of coin. 
In your pocket. 

How do we do it? Well, you’re Pres- 
ident of The Mennen Company and 
I’m the typical Cosmopolitan reader. 

You sell stuff and I buy stuff. See? 


Now let's get down to cases 


Take me again. I’m young (the ma- 
jority of Cosmopolitan readers is 
under 35!). So far, I’ve got one off- 
spring—an infant. He uses up lots of 
baby oil and powder and things. 

Do I interest you, Mr. Mennen? 


Also—I’ve got a husband. Tidy 
guy. Swell job. Great future. Shaves 
every darn day of the week. Some- 
times twice. What’s more, he makes 
more-than-the-average salary ... so 
we don’t have to stint. 


What’s still more... we’re young 
enough to TRY different brands. 
With enough years ahead to stay 
with what seems like a good buy 
to us. 


Hear any music, Mr. M? 


How about nice young people like us? 
The kind who are attracted to 
Cosmopolitan because of the young, 


[‘osmopolitan 


GREAT WRITING MAKES GREAT READING! 


wide-awake stories in it. Written by 
such swell writers. 


It’s a Melody in $ 


Because we’re just about the best 
prospects you'll find anywhere. For 
Mennen’s Baby AND Grown-up 
products. 


Cosmopolitan Readers are YOUNG! 


Cosmopolitan is where 
you'll find that 
hopping high pe P 

age of us under-35's. 


Cosmopolitan Readers haye 
‘g* MONEY 19 SPEND! 


*¢ 
v 
$\.- 
ng Always have } 


, - Py a] they have new— and 
, . can °xpect them “ie 
f s es have itin the ¢ ! 


will be placed in 11 national mag- 
azines, 13 professional magazines. 
|'and 11 trade publications. Ouyt- 
| door and car card advertising also 
are scheduled. 


Nutrition Emphasized 


Color pages will promote the 
wholesomeness and _ nutritional 
qualities of Nucoa in Household, 
| Ladies’ Home Journal, Look and 
| McCall’s and in Sunday supple- 
| ments of 25 metropolitan papers 
| Extensive newspaper linage wil] 
|be used in the east to publicize 
| the slogan, “It’s Smart to Buy 
|Good Flour; It’s Smarter to Buy 
Hecker’s.”” Ceresota and Aristo 
will be featured in similar adver- 
tisements in the sections in which 
| hey are marketed. 
| H-O oats will be promoted in 
|east and west coast papers with 
ithe slogan, “Authorities Agree: 
Nutrition Starts with Breakfast.” 
|Both color and black and white 
| advertising will be placed in prin- 
| cipal eastern and midwestern pa- 
pers for Presto Self-Rising cake 
| flour. 


Promote Shined Shoes 


| The Shinola campaign will fea- 
|} ture a new slogan, “Your Shoes 
| are Showing.” Shinola ads will 
| appear in Look, Parents’ Magazine, 
| Redbook, Woman’s Home Com- 
| panion, True Story, Holland’s and 
American Magazine. Color inser- 
tions in Metropolitan Sunday 
Comics also will be used. 
Benton & Bowles and Arthur 
Kudner, Inc., New York, are 
handling the campaigns. 


Henthorne Joins Buchen 


as Account Executive 


| .C,. F. Henthorne, for the past 
|year account executive of Henri, 
| Hurst & McDonald, has joined The 
| Buchen Com- 

| pany, Chicago, 
| as account ex- 
ecutive. 

Mr. Hen- 
thorne has been 
| associated with 
| 


| the advertising 
field for more 
than 20 years 
in creative, 
| merchandising ‘A 
and sales pro- 
motion activi- ©. F. Henthorne 
| ties. He for- 
|merly was advertising mana: r of 
Standard Oil Company of Ne- 
braska, and later was executive 
on industrial accounts for (s- 
wold-Eshleman Company, ( evé- 
| land. 
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have to set the alarm 3 minutes earlier to enjoy » good break 


« of Sminute eggs Cost of 2 eggs only 10 cents 


hat Ho 
tspensable food 


Keep At... eat an EXTRA egg today! 


TWO FOR ONE—Washington Cooper- | 


ative Egg & Poultry Association is run- 
ning @ series of newspaper ads, of 
which this is one, to help counterbal- 
lance the excess egg situation. Copy 
urges, “Keep fit—eat an extra egg to- 
day." Pacific National Advertising 
Agency, Seattle, handles the account. 


Commerce Dep't 
Widens Scope of 
Business Figures 


Washington, Sept. 12.—Business 
statistics published in the Survey 
of Current Business, official pub- 
lication of the Department of 
Commerce, have been revised to 
|present the business world with 
'the most complete available sta- 
tistical information. 

Among the important additions 


are statistics on the number of op- 
erating businesses and the number 
of new and discontinued busi- 
nesses compiled by the Depart- 
ment of Commerce. Publication of 
Commerce data on value of im- 
ports and exports to western hem- 


isphere countries is resumed. The | 
data on domestic trade has been | 


expanded to include monthly esti- 
mates of durable and non-durable 
goods store sales, department store 
sales by type of credit, and esti- 
mated sales of service and limited 
function wholesalers. 

Release of data by the War Pro- 


Botany to Use ‘Spots’ 


for Local Promotion 

Latest development in the na- 
tionwide campaign to merchandise 
the “Botany 500 suit,” made by 
Botany Worsted Mills, Passaic, 
N. J., and tailored by H. Daroff & 
Sons, is a series of 25 radio spot 
announcements varying from 30 
seconds to one minute. To be 
broadcast on about 220 stations 
throughout the country, placed by 
local Botany dealers, the spots 
were made by Jimmie Wallington, 
and revolve around the central 
theme of Botany-Daroff garment 
promotion—‘“the fabric is the soul 
of the garment.” 

The radio phase of the drive 
backs up Botany’s use of national 
magazine advertising, as well as 
its mat service to dealers for local 
newspaper ads. The agency is 
Alfred J. Silberstein-Bert Gold- 
smith, Inc., New York. 


Keach ir 


ACTIVE 
SALT LAKE 
MARKET 


Utah has one of the high- 
est per capita ratings as 
@ radio listening market. 


JOHN BLAIR & CO. 
National Representative 


|many of the 


| 


duction Board, in many cases in 
cooperation with the Department 
of Commerce, has made possible 
additions. Among 
the more important series derived 
from this source are the data 
which will henceforth be pre- 
sented in the Survey on _ the 
monthly production of 27 chemical 
products. 

Likewise as a resuit of the re- 
lease of information by the WPB 
the Survey resumes the publica- 
tion of production statistics on 
aluminum, copper, lead and zinc. 
Other important additions to the | 
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monthly business statistics are 
data on the production of plywood 
|and veneers, cotton, woolen and 
| worsted goods, new and unfilled 
|orders for machine tools, and pro- 
duction of trucks and tractors. 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


| 431.8. Dearborn St., Chicago Wab. 8656 


3 
a 
j 
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TVA with its 20 huge dams today is producing 
11% of America's hydroelectric power—12 bil- 
lion kilowatts yearly. This vast availability of 
power, offered at the lowest power cost in Amer- 
ica, has attracted some of the largest industrial 
firms in the world to the Knoxville area, trans- 
forming it into a giant industrial empire which 
some day will be one of the largest in America. 
Typical of the industries at Knoxville now are 
DuPont, Eastman, Union Carbide, Rohm & Haas, 
Reynolds Metals. The Aluminum Company plant 
is the largest factory under one roof in the world. 
Knoxville is one of America's most important tex- 
tile centers. All these are heavy industries which 
will long outlast the war. 

The astonishing prosperity and growth in the 
wake of this industrialization and the TVA devel- 
opment have caused Knoxville to lead every city 
in America in business gains! 600°/, greater than 
national average gains! (Sales Management in- 
dices.) Be sure you include Knoxville in your plans. 


KNOXVIL 


fn Ri 


The largest single power system in the 
world, TVA today is producing half as 
much electric power as all the private 
utilities in America in World War |. 


Some of the largest industrial corpora- 
tions in the world have moved to Knox- 
ville to utilize TVA power. Their huge 
payrolls and labor forces have made 
Knoxville FIRST IN AMERICA IN RE- 
TAIL SALES GAINS. 


Greater Knoxville today over 200,000 
population. Because TVA is permanent, 
Knoxville's growth and prosperity are 
permanent. 
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If a bump on the head 


starts you thinking 


F you forget the cupboard doors are open 
—chances are you'll bump your head with 
a resounding thwack. 


You'll probably start thinking: “Why 
doesn’t somebody figure out a kitchen cabinet 
with bump-less doors?” 


Well, we’ve devised your bump-less doors, 
all right . . . but we’ve gone even further, here 
at Good Housekeeping. We’ve examined every 
feature of your kitchen. 


And we've come up with some postwar 
planning that’s practical . . . that’s here and 
in use, today ... ideas that are available to 
you and to manufacturers right now! 


To imporove your werkthgp 


Recently we took a good look at the kitchen 
cabinet. We examined it from the point of 
view of working housekeepers. 

Was there any possibility of improvement? 
Well, yes—plenty! 

Bumping our heads on the open cupboard 
doors, we bumped into an idea our readers 
hail as nothing short of revolutionary: slide- 
up doors that work like a charm. 

Then—by designing easy-to-reach racks— 
we got rid of the “glory hole,” that accumula- 
tion of pots and pans and covers which proves 
such a nuisance to any working housekeeper. 

Buried, hard-to-find spice jars led us to 
adopt step-up shelves. Now we're able to see 


the smallest jar in our cabinet easily. 


And you needn’t think we stopped there! 
No, ma’am! Cutlery racks were designed so 
that we could see every knife and spoon—no 


often depends upon your position 
—so we're constantly working out ways to avoid 
bending and stooping. 


more groping around in hide-away drawers 
to find the right tool. We introduced a posture 
chair and two-level table that can be made 
higher or lower by a mere touch of the hand. 
One level is for sit-down work, the other for 
stand-up jobs. We contrived a convenient 
electrical outlet with a cord that unreels. 
Vertical filing of pans, covers, and platters; 
pull-out panels on which to hang strainers, 
ladles, all manner of equipment that ordinarily 
clutters up drawers; pull-out shelves onto 


TO MANUFACTURERS 


If you're interested in products women 
will want tomorrow, write us for FREE 
blueprints of these kitchen cabinets de- 
signed by Good Housekeeping. 

You may want to manufacture the com- 
plete unit or only one detail. Even if the 
plans just stimulate your thinking, we'll 
feel well repaid. We don't ask or want any 
royalties. All we want to do is serve our 
readers and you, who make products for 
our readers. 


TO BUYERS 


Here’s a _ self-standing unit, improved 
kitchen cabinets that present no compli- 
cated installation problems. Good House- 
keeping is offering manufacturers free 
blueprints for the building of this unit. 


So that you can judge whether your cus- 
tomers would be interested in buying such 
cabinets, we'll send you reprints of an 
article describing them in detail, together 
with questionnaires. How many would you 
like, to mail to charge customers? Write 
and let us know. 


WRITE TO GOOD HOUSEKEEPING—-57th STREET AND 8th AVENUE, NEW YORK 19, N. Y. 
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which bowls and pans fit easily—these are 
just a few of the things we’ve included in our 
kitchen so that we could tell you how .to work 
out similar improvements in your kitchen. 


Where are all these new ideas? In the minds 
of exploratory dreamers? Not a bit of it! 
They’re Aere at Good Housekeeping, here 
where you can see them, where they can be 
tried out in a practical way! 


“Yes, but how can J get the denefit of all 
these innovations?” you may ask. 


Well, pictures and the detailed report ap- 
peared in June Good Housekeeping. If you 
missed it, just write us and we'll gladly send 
you a reprint—at no cost. If you’ve a handy 
man around the house, he can help you work 
out some of these details right from the 
pictures. 


What’s more, we'll give all this information 
to manufacturers without cost—to encourage 
them to build better and better household 
equipment for you. 


+e. 


You'll find no vague and visionary promises 
in the pages of Good Housekeeping. 

We study, examine, and use things just as 
you would use them. Only after we are satis- 
fied that they will work do we tell you what 
to look for when you buy and what to expect 
after you’ve bought. 


Good Housekeepin 


. 


The Homemakers’ 
Bureau of Standards 


To save you steps, we tell you how to organize your 
kitchen for more efficient food preparation and 
storage; cooking and serving; and washing up. 


A down cavihe pel 


This is the standard we apply to every a 
vertisement as well as every editorial age! 
Good Housekeeping. 


Your faith is the bedrock on whic’) (004 
Housekeeping is built. We value tht alt! 
and intend to deserve it as long « (00 
Housekeeping is printed. To that 
make you this pledge: 


nd we 


That at no time, and not for avy '* 
son, or any profit, will any ; ie “ 
Good Housekeeping —editoria’ of ad- 
vertising —trade unfairly on you (Us’ 
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> Guaranteed 
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civilian life in the advertising business. 


ei Joe: 

—o is my belief that sometimes a man 
can see more of the world in a foxhole 
(I have never been in a foxhole) than 
\ he can from the observation roof of the 
Empire State build- 
ing. A fellow with 
the Fifth Army may 
get an advertising in- 
spiration quicker than 
the fellow on Fifth 
Ave. 

What I want to em- 
phasize is that the 
salesmanship of any 
product is based upon 
an idea, or a series of 
ideas. Such ideas may 
be conceived 4,000 
miles away as well as 
in a comfortable New 
York office. 

The essence of selling is faith in oneself, 
and faith in the product. For a man to 
emerge safely from the foxhole or from 
the heat of battle he must have had that 
inherent faith in himself and in God. 
His mere survival is an attribute of his 
self-confidence as well as his good for- 
tune. 

This type of man will return to civilian 
pursuits with a broader understanding of 
all types of persons. And_ successful 
advertising is based precisely on this 
understanding of all classes of people. 
From World War I, from the ranks of 
privates, came many of the leading busi- 
ness leaders of the present. From World 
War II will develop many of the adver- 
tising bulwarks of tomorrow. But cer- 
tain points must be borne in mind. 


Edgar Kobak 


Dear Joe , 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or peint 
of vicw that will be important for “Joe” to bear in mind when he returns to 


The mere fact that such new media as 
television and facsimile will be in process 
of use will not make the essential differ- 
ence to the G. I. Joe who comes back. 
The mere fact that certain technical 
tools of the trade have remained unused 
will not hobble any individual’s progress. 

What will make him, or break him, will 
be precisely that which constitutes the 
guts of advertising—a true and sympa- 
thetic understanding of people. You have 
to understand people’s language and show 
them what they want, whether it be by 
television, by radio, by any means of 
communication. Joe Louis can throw a 
knockout punch with any new gloves he 
puts on. Inherently, he knows how to 
throw the punch, how to get the leverage, 
how to feint, box, slug when necessary. 
You should be able to handle any sales 
opponent, too, by a thorough knowledge 
of the fundamentals of human nature. 

The world of tomorrow, in radio, in 
television, in all other facets of electronic 
development, will be one of opportunity 
to the former G. I. Joe. Leaders in the 
field will be looking for men who have 
emerged from war with sharpened senses 
and awareness of the world in which we 
live. 

That is about all I can say in a universe 
so compounded of intangibles and uncer- 
tainties. But I repeat—don’t worry about 
the unused tools of the trade. Gain a 
broader view of the mechanism which 
makes men’s minds and hearts tick and 
you will fit neatly into the postwar pic- 
ture, be it in advertising or anything else. 

EDGAR KOBAK, 
Executive Vice-President, 
Blue Network Company, New York. 


In this department, basic principles which have proved their value in mail 

order advertising—and which are equally important to the advertiser who 

does not seek direct inquiries or orders—will be reviewed and discussed from 
(~ HR week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


your 
a f BY THE MAIL ORDER MAN 
“Thousands upon thousands of others 


are utilizing posters. Everything from 
bulletin board messages to 24 sheets on 


the highways. They all scream for at- 
ie, tention. In order to secure a share of 

the publie’s reading time and.- interest, 

your poster must scream louder than all 
ad- the rest. We can help you design a 
e in poster which will do just that.” 


This is part of a recent folder to come 

desk from a printing house. I 
coubt if the writer of the folder meant 
Mls the way it sounded to me—probably 


WILLIAMS 
ao? HORGED Tapes 


USt OF WILLIAMS 
GRACING TOOL HOLDERS 


it only that a poster must be 
in design or copy to grab the 
of the public. 


” i€ point he makes—that adver- 
- nust scream—is too prevalent 
sm ertain types of advertisers and 

all, I must confess, among mail 
PS 
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order advertisers. It is one of the faults 
of our kind of advertising which has 
lowered our standing among many adver- 
tising practitioners and perhaps with part 
of the public. 

Recently in hearing and seeing Walter 
Painter’s interesting lantern slide talk on 
early advertising of 80 to 40 years ago, 
I was struck by the amount of “scream- 
ing” by most of those early advertisers. 
Some of them were famous advertisers 
who are still advertising but doing it in 
a much less flagrantly loud manner. That 
early tendency has largely disappeared 
from publicity or general advertising. 

I recognize the strong temptation to 
scream — by excessively large or black 
headlines, or with blatant arrows and 
borders, etc.—in mail order advertising 
and I am sometimes guilty even now of 
going pretty far in that direction. You 
are using small space and know you will 
be surrounded by other ads that do 
scream—so in self-defense you tell your 
artist to make your ad stand out. 

Sometimes I have wondered what 
would happen if all mail order adver- 
tisers could agree to tone down their ads. 
Would not our direct results be just as 
good and the publications look a lot bet- 
ter? That’s a dream, I guess, which will 
never come true. 

That it is not necessary to scream even 
in mail order advertising is proved by 
the two ads illustrated here—one from 
the October American and the other from 
August Popular Science. 

The J. H. Williams & Co. ad makes an 
effective but not offensive use of black 


rules and reverse lettering to gain atten- 
tion among a lot of mail ofder ads. The 
illustration spots will catch the eyes of 
anyone interested in that kind of tools. 
It might have been just as effective if 
the solid black backgrounds of headline 
and logotype had been toned down some- 
what and it would have looked even 
better. 

The Wac ad is a fine example of re- 
strained mail order advertising in its use 
of a large, striking illustration, moder- 


ately small headline, a light typeface in 
the body copy, and a large amount of 
white space. 

[Editor’s Note: The Wac ad referred 
to is the same as that reproduced in the 
Creative Man’s Corner on this page, and 
the discerning reader will note that there 
is some slight difference of opinion as to 
the merits of the presentation. This 
proves (a) that ye Ed has no control over 
his experts, and (b) that the Wac ad was 
seen and read by both experts. | 


lhe Creative Mans Conner 


Despite the rising crescendo of hand- 
clapping in the advertising trade press 
generally over advertising’s many million 
dollar contributions to the war effort, this 
Corner continues to be a good deal more 


Td rother be with them— 
then waiting for them” 


impressed with the quantity of war adver- 
tising than with its quality. 

Today we have two prime examples of 
the kind of thinking to which we shall 
continue to object. One is an advertise- 
ment by the Dole Pineapple Company and 
the other is from the paid campaign of the 
Wac. 

The Dole page manages to make the 
urgent need for farm help appear not only 
impersonal but also unreal. Unfortunately, 
the text does very little to help the cal- 
endar art: 

There is still an urgent need throughout 

the nation for volunteers in the fields, 

orchards, and canneries. Every fruit, 
vegetable, and grain must be harvested, 
stored or processed to meet the require- 
ments of our Armed Forces, our Allies, 
and our great civilian population. 

Already millions of volunteers from 

cities and towns have performed notably 

in this vital war work. In Hawaii, for 

example, thousands of men, women, 

boys, and girls helped harvest and ‘pack 
the Dole Pineapple crop. When your 

local call comes—if you can spare 2 or 3 

days a week, weekends, or your vaca- 

tion—sign up with your local Farm 

Labor Office or your County Agricultural 

Agent. Regular wages for full and part- 

time work. 

That is all. A full-color page donated 
to a cause to which it contributes not a 
thing. 

The Wac advertisement, while clear in 
its intent, almost entirely ignores the 
questions that must be answered for every 
potential recruit—the questions and an- 


swers that would put bite into its appeal. 
Only in the coupon is there any mention 
of Wac training and pay or Wac jobs and 
living .. . and even here they. are merely 
listed as subjects in a booklet. 


ties bhewe:i & Meine 


THE MATION CALLS FOR HARVEST HELE 


About the real facts of being a Wac the 
text has nothing to say: 

“T'll admit there’s a funny lump in 
my throat . . But here I am, loaded 
with my overseas pack. Climbing up 
the side of the biggest boat I’ve ever 
seen—and glad of it. 

Glad I said “good-by” to civilian life 

months ago—and went into the Wac. 

Went through all the training and on 
to active duty. 

For, as a Wac, I'm really working for 
victory. Sharing the hard part of war. 
And the glory that will come. 

I'd rather be with them—in the Army 


Than waiting back home—thinking up 
things to make the time go by—listen- 
ing to the news—wondering when it'll 
all be over. 

Yes, I’m in the Army and on my way 
—and I'm glad to the bottom of my 
heart! 

For complete information about the 

Women’s Army Corps, go to your near- 

est U. 8S. Army Recruiting Station. Or 

mail the coupon below. 

We know that one advertisement does 
not make a campaign. Nevertheless, this 
advertisement has a coupon. And we 
would like to see some day just what its 
record has been—how many coupons are 
returned and how many of these are 
turned into enlistments. 

Advertising has contributed vitally to 
the war’s many drives. But so long as 
advertisements like these continue to ap- 
pear, we think advertising people as a 
whole have very little reason for com- 
placency. 


Business Chart ot the Week — 


Foreign Trade of the United States - 1915-1943 
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40 
Frigon Manages CBC ‘Martin Appointed 


Dr. Augustine Frigon, former Douglas V. Martin Jr., formerly 
assistant general manager and re-| assistant to the president of Gard- 
cently acting general manager of|ner Advertising Company, St. 
Canadian Broadcasting Corpora-| Louis, has been appointed dean of 
tion, has been appointed general|men and director of public rela- 
manager. Donald Manson has| tions at Washington University, St. 
been named assistant general | Louis. Mr. Martin was for 21 
manager and Ernest’ Bushnell | years promotion director of the St. 
director-general of programs. Louis Globe-Democrat. 
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Airlines Order 93 
Douglas Transports 
Costing $50,000,000 


American Announces 
‘New Flagships' 
in 100 Papers 
New York, Sept. 13.—All special 
promotion, except paid advertis- 
ing, on the purchase this week of 


108 Douglas Aircraft transports 
by three major airlines will be 


withheld until the week of Sept. | 


25 by common agreement, it was 
reported today. Of the airlines 
buying transport planes or indi- 
cating their intention to buy, only 
American Airlines had prepared 


copy announcing the purchase, the | 


ads appearing yesterday in more! campaign through N. W. Ayer & 


Advertising Age, September 18 


than 100 newspapers in 37 cities. 

Captioned “Announcing New 
Flagships,” the 1,310-line Ameri- 
can Airlines ads appeared simul- 
taneously with newspaper write- 
ups of the ceremonies held in New 
York when the airlines signed 
contracts approximating $50,000,- 
000 with Donald Douglas, presi- 
dent of Douglas Aircraft Com- 
pany. Copy states that “‘deliveries 
of 44-passenger DC-4 Flagships 
are scheduled to begin about June, 
1945 .. . to cruise at 250 miles 
an hour on scheduled flights, and 
will provide unprecedented pas- 
senger comfort.” 

American has also ordered 56- 
passenger DC-6 Flagships to op- 
erate “from coast-to-coast in ap- 
proximately 8% hours and on all 
of America’s other national and 
international routes.” Ruthrauff 
& Ryan is American’s agency. 


Others Plan Campaigns 


United Air Lines, which has or- 
dered 15 DC-4’s and 20 DC-6’s, 
is making plans for an extensive 


Farmer? .. . The term is as loose as “labor”... takes in 
}- potatoes in Maine, maple syrup in Vermont, apples in New York, 
produce in New Jersey, horses and tobacco in Kentucky, peaches 
in Georgia, slash pine and cattle in Florida, cotton and sugar cane 
in the Deep South, melons and range steers in Texas, wheat in 
the West and Northwest, dudes in Nevada, sheep in Montana, 
apples in Oregon, dates in Arizona, celery in Utah, oranges and tourists in California 
. . so widely varied are farmers and farming! ...No one publication can serve 

specifically, satisfy or sell all, most or even a majority .. . SuccessFUL FARMING doesn’t 
try, sticks to the 13 Heart states, New York and Pennsylvania . . . concentrates its efforts 


among 42°, of the Tarmers in those states . . . works for and with the farmers with the best 


land, largest investment, largest cash incomes of U. S. farmers . . . from diversified crops 
of corn, cattle, hogs, poultry, eggs, milk, forage, soy beans, specialties and staples... and a 
larger margin of income over expense than any high bracket urban audience—surplus for 
spending and saving that makes SF subscribers the best “class”? market in the world today! .. . 


a . . . — 
This market is large enough to make SuccEessFUL FARMING a «¢ -\ . 


major medium for present and potential sales volume and profit 


—well worth the immediate understanding and postwar use of 
every ambitious national advertiser... Ask to see the startling 
facts on today’s first farm market, available at any SF office... [4 


SUCCESSFUL FARMING, Des Moines, New York, Atlanta, Chicago, San Francisco, Los Angeles. 


Son, to announce the purcha 
tell consumers of the spee 
luxury advantages of th, 
transports. Newspapers, mag 
and direct mail will comp: th 


bulk of the drive, it was ted 


Pan-American-Grace, thi) 


line to place a definite ord re- 
ported no special advertising )|ap. 


under way at present. | rn 


. 
Air Lines has indicated its rey He 


tion of purchasing some «! ¢) 
Douglas planes, with Capt. °qqj 
Rickenbacker, president of (ac 
ern, present at the contract sigy 
ing ceremony as an inactive pa; 
ticipant. 


Sy 
fact 
$117 
the 


After the meeting, Mr. Dougla; coun 


emphasized that filling of thes 
orders will in no way hinder pr 


f afte) 
mon 


duction of aircraft needed by th, Paul 
armed forces. His company, }y Stud 
said, expects government permis. chail 
sion to start producing the foyp. Econ 
engine commercial transports soo; York 
after the fall of Germany. ,; here 
revealed that other airlines in th; “R 
country as well as four foreig Mr. 
lines were negotiating contract: great 
with his company, which would the | 
bring a total backlog of commer. our 
cial orders to more than $100,000.- custo 
000, assuring work for 14,000 em- deple 
ployes on civilian contracts alone teriol 
Adaptations of War Planes fp °°" 
Both planes are adaptations oj gette! 
the C-54 cargo plane used by the come 
armed forces, and both will be here 
equipped to carry commercial fm jectec 
cargo. The DC-6 was described {™ it sell 
in detail for the first time this 
week as “the fastest transport Mu: 
available in this country or abroad “Ww 
for the immediate postwar peri-#% and ; 
od.” <A four-ton plane with wing ume 
span of 117 feet, and length of a 
100 feet, the DC-6 is capable of demar 
334 miles per hour, carrying 5M mand 
passengers and a crew of five byl jc rel, 
day—24 sleepers and two sit-up _. se 
passengers by night. out hi 
ss eS eee . ductio 
Joins Commerce Dep't wareh 
Edwin H. Lewis, specialist ing °° @2V 
marketing and foreign trade, has Am¢ 
been appointed Philadelphia re-jM search 
gional business consultant for them are “T 
Department of Commerce. Mig @ ec 
Lewis was formerly on the staffjg mental 
of the marketing department off '@ning 
Wharton School, University of™ &mploy 
Pennsylvania. Ways | 
i pressio 
e John 
Dunn Starts Service ene 
H. Arthur Dunn has resigned ciety c 
from government service to or ™ that “y 
ganize his own company, H. Ar™ clude t 
thur Dunn & Associates, specialis{ tutiona 
assisting in negotiation for dis@@ of a fr 
posal of surplus war materials world, 
Offices are at 1915 Sixteenth St#of a | 
N. W., Washington 9, D. C. press,” 
ee 
eee 
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D publishers Told |ASP Extends Its i i's ss tari wn Jone Malcan Co, 

d Coffee Promotion: ‘also being lt ee ladvertising Rl a | pointed vice-president of C. “N. 

‘B Postwar Demands Others Active 4 Tmmbasize "Flavor Saver’ | Jind This Week Magazine,in which agency.” He was formerly inthe | 
J r pages are being used. Ben-| radio management field. 


New York, Sept. 14——A & P will/|cup,” according to the initial ads,| ton & Bowles is the agency. 


e. 
"i "a" step_up its continuing campaign | because they represent finest plan- Standard Brands is continuing a | 
rr al - | ing § for Eight O’Clock, Red Circle, and tation crops, are roasted by a|twice-weekly newspaper campaign PREMIUM COUPONS 
" Bokar this fall with a new copy |“flavor-saver” method, and reach | for Chase & Sanborn coffee featur- areee ws ye 
he ‘Picture on Page 63) ge aly patos the eee — — hn ‘4 ees ing Charles McCarthy in a cartoon HANDLED 
lie a , e ree brands are “f ays /either when so in the whole|series. Charlie reiterates in th ° 
“ Syracuse, oom ie og the | Better.” |bean or when freshly ground at| copy that “Flavor, folks, brings the John a McElwain & Co. 
n. ay fact that by ae yee us year! Insertions of varying size are|the store counter. Paris & Peart,|biggest swing in’ coffee history.” A DIRECT MAIL SERVICE 
r- $117,000,000 of eoviamnal were 11 | scheduled for the company’s usual |New York, is the agency. J. Walter: Thompson Company has|,.. Phones Webster 2336-7 
the hands of individuals in this|jict of 725 papers from coast to| General Foods Corporation has|the account. oe. See ae CRACAGO 


. country, sales and advertising 
e after V-Day will not pry this 
money loose without a struggle, 
Paul C. Hoffman, president of 
he Studebaker Corporation and 
chairman of the Committee for 
Economie Development, told New 


a York State Publishers Association 

Hem here this week. = 

h “Rehabilitation of distribution,” 

= Mr. Hoffman emphasized, is a 

ck ME great need for tomorrow. “During 

ald the war,” he explained, “half of 

er. our production has gone to one ts 
)-/: customer. Sales forces have been 


m- ff depleted. Sales effort has de- 
ne Mg teriorated. Our salesmen have 

become ambassadors of good will 

rather than hard-hitting order 
of getters. Advertising has also be- 
them come very, very dignified, because 
bef here again it has not been sub- 


ial ME jected to the realistic test of ‘does 

hed aE it sell goods?’ 

a Must Resume Peacetime Task 

oad “When V-Day comes salesmen 

eri- MF and advertising must again re- es be 
‘ing sume their normal peacetime task. db is 
of _. There may be a great pent-up = 
off demand for goods, but that de-| | 
\0M@ mand will stay pent up unless it ef 
byf™@ is released by the fullest use of 

-Up _, selling and advertising. With- 


| 


out high consumption, high pro- | 

duction would serve only to fill | 

warehouse space which will not| 

_ «Mi be available.” 

has Among forthcoming CED re-| 

‘@ search studies, Mr. Hoffman said, | 

they are “The Billion-Dollar Question,” | 

Mr 22 economic primer on_ funda- | 

staff mental problems involved in at-| 

t off taining wr ae gown? | ' £ : 

fm employment, tu 9) e 2 J : F : 

of Ways aan  oenened to cies: De. | . | | Will Rogers High School—T ulsa 
pression.” 

John S. Knight, Detroit Free 

Press, president of American So- : ‘ ; 

onedm ciety of Newspaper Editors, said | a 

orf™ that “postwar planning must in- | : Se, ia 

Arf™ clude the fundamentals of consti- | a 


alisf™ tutional freedoms, the importance z : 
dis#™ of a free press in a reconstructed = : a a 
rials world, and the interdependence 


ames: ta 


iS - 


a 
x 


pt 


a 


Stof a free country and aé_ free 
press,” 


Drug Schedule Increased ae : 
Sterling Drug Company, New | ... make BIG customers... later! : 
York, is stepping up its present . . 
ewener Gee ey Ganeae- And not so much loter either as measured by the life-span of an es- 


ment schedules with a new series . 
f 200-line ads in 100 newspapers tablished business. 


for Bayer aspirin, Dr. Lyon’s tooth 


ape 


powder and Phillips milk of mag- sta: . . 
tela, Thompson-Koch Company, : Close to half-a-million children are in Oklahoma schools on the good 
New York, is the agency. RIGHT SIDE of the state, and their needs as well as those of their 


porents represent a rich market for your product. 


These young people attend some of the finest schools in America. They 
keep abreast of the times. They are avid readers of Tulsa’s TWO 


- | daily newspapers . . . the newspapers which can carry your advertising ) 
nay | : message into over 43% of all the homes on the RIGHT side of the j 
yar 

a | state... for only ONE low cost! 

ith 


THE RIGHT SIDE FoR YOUR apbverrTIsiING! 


$391,000,000 Retail 
Sal 


# 
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Bendix Appoints Eaton sales manager of Bendix Home 


; | Appliances, South Bend, Ind. 
Lynn Eaton, New York regional | (Sy lala gs 
director of the Smaller War Plants P 
Corporation, and previous to that Standard Oil Promotes 
with.WPB in New York, has been | 1a 
appointed New York divisional|the Peoria, Ill., sales division 


W. E. Kipper, sales manager of 


of 


Standard Oil Company of Indiana, 
has been promoted to assistant 
wholesale manager at Kansas City, 
Mo., succeeding the late N. W. 
Dawson. F. M. Le Valley, special 
representative at Peoria, succeeds 
Mr. Kipper. 


Right now this is PUBLIC JOB No. I 


Your Uncle Sam is in a jam. 


Going into the last quarter of the crucial year of the war, a new 
shortage looms up, big and threatening—a paper shortage. 


Eight million tons of wastepaper are needed in 1944 —and with 
all the salvage efforts to date, this quota is not being met. 


It is strictly up to you, the private citizen, to make this salvage 
drive click. 


Our armed forces use 700,000 items made of pulp or paper. To 
make these, all your old newspapers, magazines, cartons, fiber- 
board, bags, wrapping paper are needed — right down to the last 
ounce. 


The American Legion, through its 12,000 posts and 6,000 aux- 
iliaries, has jumped in to speed collection. So have the Boy 
Scouts, Girl Scouts, Brownies, school groups and many other 
organizations. 


But whether Uncle Sam gets all the paper he needs is strictly up 
to you — 100,000,000 of you. Save every newspaper, paper 
box and wrapper. Bundle them for the collectors. Then, if there 
is no regular collection where you live, phone the American 
Legion, the Scouts or the City. 


Urge your neighbors to get into this scrap drive, too. 


You'll be doing Public Job No. 1. 


OXFORD 
PAPER 


COMPANY 


230 Park Avenue, New York 17,N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Illinois 


JHE COMPLETE — 
CENTRAL OHIO STORY 
REQUEST 


THE DISPATCH - COLUMBUS, OHIO: 
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Kem-Tone Spends 
$1,500,000 in Big 
Paint Program | 


New York, Sept. 14.—Sherwin- 
Williams Company is spending 
|}more than $1,500,000 on Kem-Tone | 
| advertising this year in the “great- 
pel campaign “in all paint his- 


tory.” 
Of this, about $500,000 will be 


wy 
for the Dunninger Mpa wand (i 
night show on 160 Blue stations; , 
| $500,000 for newspapers, maga- WOUYO. .. 1 rar2,4 Peeve rom, 
zines and trade papers, and at least , we ‘ 1D, 
$500,000 more for cooperative ad- | loday. Capital of a Commercia| Empire 
vertising in newspapers with de-| 
partment, paint, chain, variety and 
other stores among its 50,000 out- 
lets. In the last group also is) 
local advertising for Kem-Tone’s | 
own 300 stores. 

A fall campaign, just launched | 
through Newell-Emmett Company, | 
New York, will be about one-third | BOOSTS CHICAGO — Business pub, 
larger than last fall, ApvertTisinc | cétions in the home furnishings anj 
AcE was told. A seven-week series| apparel fields are being used by the 
of 420-line black and white in-| Merchandise Mart, Chicago, for , 
sertions began this week in 238) series of ads, of which this is one 
papers, and 112-line spot ads will! stressing the city's importance as , 
run three times a week for eight | marketing center. 
weeks in 13 large cities. A series | 
of color insertions appears every , 
other week this fall in This Week | dustries, Montreal, succeeding Ar. 
Magazine, and monthly black and|thur H. Carter. Mr. Murphy ha 
white ads will run in American| been with Canadian Industrie 
Home and Better Homes & Gar- since 1928, most recently as assist. 
dens. Three building maintenance | ant to the general manager of the 
papers, six retail hardware and_/| fertilizer division. 
|paint papers, and two painter 
papers also are scheduled. 


Woh ne anduatr rad aren pupulainn of (NEAT ond as annwes 


whee of LRA AR Orernge me the Neamber Vee cas of te 


e—— 


Rejoins Insurance Co. 


Richard Scholes, formerly , : 
| writer with Chas. Dallas Reach| Security, North Atlantic division 
| Company, Newark, N. J., and for | Air Transport Command, has re 
'a number of years assistant to|Sumed his prewar position 
Horace Dengler of Cowan & Den- | Manager of advertising and pl 
gler, New York, has joined the | @uction for Boston Fire Insuran 
copy-contact staff of Horton-Noyes | Company. 
Company, Providence, R. I. 


————— | 
Heads Fertilizer Sales Lynette Names Hackett 


appointed sales manager of the! pany, New York, as its advertisin 
fertilizer division of Canadian In- | agency. 


Joins Horton-Noyes Lt. Col. Raymond C. Drehe 
qa | formerly chief of intelligence anj 


Lynette Perfumes, New York 
Lawrence A. Murphy has been | has appointed M. H. Hackett Com 


Once porn atime... 


there was a little city 
of 200,000 population 
called SAN DIEGO, 


situated on a great har- 
bor at the southwestern 
tip of the United States 


<ul that watory back i 1940 


q ales 
— About SAN DIEGO — Now, Mr. Postwar S 


@ Southern California's 
second market 

e California's 3rd city in 
population 

e@ Tie for 2nd place in 
spendable income among 
California cities over 
250,000 | $1924 per cap.| 

@ 23rd richest agricultural 
county in entire U. S.! 


Engineer, you have 4 
new set of facts to guide 
your exploitation of the 


San Diego market. 


e@ Spendable income per 
capita 74% above U. S. 
average 

@ An “A” city on your 
newspaper advertising 
vcnatele 


Reached with one outstanding news- 
paper “buy”. The San Diego Union 
and Tritbune-Sun |124,000|, or the 
Sunday Union | 94,000|. 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Denver « Seattle 
Portiand « San Francisco « Los Angeles 


TRIBUNE -$ 
Union-Tribune Publis 
~ San Diego 12, Califor 
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Plan $100,000 Opens K.C. Office Save Electric 


John E. Pearson Company, radio 


The contest, asking consumers | minders, counter reminders, dan- 
for six words or less on the su-| glers, cash register banners, entry 


’ F . sie : periority of the corporation’s prod- | rules, forms and descriptive litera- 
Postwar ‘Know Seton resem atie ee en | Launches $5,000 uct, verd-a-Ray light bulbs, will | ture. 
f ~ the managership of Owen H. | award a $1,000 first prize, and Red Gere Burns Advertising, Toledo, 
Albany Campaign Balch, since 1940 general man-| Slogan Contest war bores aie ss vd is the agency. 
Albany, N. Y., Sept. 12.—To ian of Station KSAL, Salina,| Toledo, Sept. 13.—Basing its fall| Ray’s case, ‘chain store operators, 
meet competitive conditions grow- F <* Deco merchandising program on _ aj will be given prizes amounting to|| Artists’ Materials & Rubber Cement 
out of large-scale work in - 2 $5,000 slogan writing contest, Save|10% of the totals won by their PF ' Padding C d 
~ ee cities, a $100,000 campaign ‘New World’ Price Up Electric Corporation on Oct. 141 sustcmmer’. Printers’ Padding Compoun 
i promote Albany as a commer- The New World, weekly offi-| will announce the event in The; Prime aim of the contest is to S. S. Rubber Cement Co. 
‘ial and industrial center in the| cial organ of the Chicago Catholic | American Weekly, Cosmopolitan, | direct traffic to the retail outlets,|| ~* ~* 
: sstwar period will be undertaken | archdiocese, has raised its yearly Liberty, Popular Mechanics, Popu-| which already have been supplied || 314 N. Michigan Ave., Chicago 1, Il. 
: “ ‘ committee called “Know Al-|subscription rate from $2.05 to|lar Science, Saturday Home Maga-| with contest material which in- | Central 3373 
pany, Ine,” $2.50. zine and Woman’s Day. cludes window banners, shelf re- | 
The ad budget, to be raised : 
among business and civic leaders, 


will be used in newspapers, maga- 
zines, radio and direct mail, ac- 
cording to Sigurd J. Anderson, | 
district manager of the Otis Ele- | 
vatot Company and chairman of | 
, subcommittee on advertising and | 
“er icity. ‘ 

cal business men are con-| 
Pe because Albany, although 
the seat of government for the | 
largest state in the union and a 
railroad center, has few plants 
which received large war con- 
tracts. Since other cities presum- 
ably will try to hold their in- 
creased population, they consider 
it vital that Albany attract new 
industries and other enterprises 
_ which will provide more jobs for 

returning service men. 


Plans Are Drawn 


Plans drawn up by the subcom- 
mittee of “Know Albany, Inc.” 
include retention of advertising 
counsel to prepare and place copy 
for the industrial campaign; em- 
ployment of a full-time contact 
man to seek new industries and 
supply inquiring firms with all 
necessary information; preparation 
of a six-month campaign of news 
releases to stimulate interest in 
the “Know Albany” drive; and 
publicizing of other special ideas 
promoting the city’s welfare. 
Besides Mr. Anderson, a former 
president of the Albany Chamber 
of Commerce, other subcommittee 
t members include: Chester’ T. 

Reid, advertising manager, Albany 
Packing division of Tobin Packing 
Company; B. K. Rhoads, advertis- 
ing manager, New York Telephone 
Company; J. H. Van Aernam, 
advertising manager, New York 
Power & Light Corporation; C. A. 
Smakwitz, zone advertising man- 
ager, Warner Bros. Theaters; A. J. 
McDonald, general manager, and 
F. T. McCue, advertising manager, 
Knickerbocker News; and J. A. 
King, advertising manager, AIl- 
bany Times-Union. 


Keevers Appointed 

° M. C. Keevers has been ap- 
pointed advertising manager of 

| the Indian Motorcycle Company, 

' Springfield, Mass. 


n 
5 
0 Vil METROPOLITAN 77 $854 A.B.C. CITY AND 
tf POPULATION lj RETAIL TRADING ZONE 
.PETERSBURG — . ee * ‘ ee , EET es iti al #, 
5 40% , # ee gs : 
J 


; IN ILLINOIS. 
BR! 40% of this PIE 


“BIS ST. PETERSBURG 


Tam 


pa and St. Petersburg together | | 
neke up one market—and 40% of 
his market is St. Petersburg. This 

represents the highest per cap- || 
te buying power in Florida. 


cannot cover St. Petersburg by 
) Tampa newspapers. No Tampa 
‘spaper has as much as 300 aver- 
daily circulation here. Get com- 
® coverage. Work both sides of 
Bay. Use St. Petersburg news- | | 
srs too. 


Bercaseun newsrarens SERVICE ~ ROCKFORD MORNING STAR ... ROCKFORD REGISTER - -REPUBLIC 
ate 3 . Ruth Hanna Simms, Publisher _ 


BEBONVILLE FLA - V. J OBENAUER, JR 
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Advet 
SEPTEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
——1944——,  ——1943-—__, 1944, 19, Sef 
Pages Lines Pages Lines Pages Lines Pages any 
GENERAL " Screen Romances ..... 59.5 25,516 425 r of i 
Ace Fiction Group.... 6.2 1,494 81 1,820 | Secrets ............... 17.2 7,512 149 
tAmerican Magazine... 66.9 28,093 63.4 27,208 | *tSeventeen........... 44.1 S3,006 » -.... Has 6% 
American Forests...... 12.0 5,040 8.6 3,612 | True Confessions (F). 68.4 29,351 40.1 ‘Les I /¢ 
American Home ...... 50.5 31,891 38.0 24,036 | True Experiences — : 
ftAmerican Legion .... 23.9 10,031 23.7 10,186 fo Peer ee eee 43.0 18,438 34.1 6] New 
Asia & the Americas... 2.3 993 0.4 175 True Love & ‘ — the ac 
Better Homes & Romance (Mac) 43.1 18,475 35.6 ore during 
SSAA 1.3 38,645 54.1 34,193 True Romances ...... : 43.7 18,735 36.3 15 Bee tembe: 
*Christian Herald F 25.6 10,752 18.2 7,803 rey eee 72.5 31,083 49.5 ach vine 
EERE yh eins 500% 25.6 17,887 11.7 7,943 | Vogue (2 issues)...... 325.5 205,685 250.7 158'43; I volum 
SS ae 6.3 4,250 2.7 1,853 | Woman’s Day......... 43.7 18,752 30.3 13999 7 a 
Cosmopolitan ......... 75.2 32,261 67.1 28,802 | Woman’s Home si gain ‘ 
Dell Detective Group... 24.2 10,397 15.4 6,620 COMmpOAniom .......+% 50.6 41,146 58.0 1,443 ago. « 
Dues Review ........ 32.3 13,867 21.6 9,279 aS a 121 
SP rr ree 13.7 5,740 11.6 4,980 TOth? Groae «i454. 2,571.8 1,293,297 1,925.7 978,574 group. 
Esquire (Natl.)........ 84.7 56,826 60.1 40,406 STANDARD Gen 
DENNER 3sssa0skes 12.3 8,460 8.5 5,829 American Mercury. oe 8.5 1,547 8.3 ai volum 
SOP errr 179.5 118,444 172.0 108,704 | Atiantic Monthly...... 48.0 20160 440 ‘aa 98,9: 
Grade Teacher, The... 51.2 11,268 41.3 9,078 | Harper’s Magazine.... 46.2 10,986 38.1 9073 sues 
House Beautiful...... . 70.7 44,674 40.7 25,709 oe | 
House & Garden...... 74.8 47,280 30.1 19,039 Total Group ........ 102.7 32,693 90.4 29,050 a nds 
Improvement Era..... 21.4 9,183 18.2 7,804 OUTDOOR ie Stan¢ 
Instructor ..... beeeees 2 3.6 16,132 20.8 14,211 +American Rifleman... 16.8 7,053 16.3 6.999 ’ total 
Macfadden Men's Grp.. 16.7 7,175 12.0 5,163 +Field & Stream...... 52.3 21,962 34.9 14.967 12.5% 5 
Mechanix Illustrated.. 48.5 10,891 34.1 7,645 Fur-Fish-Game ....... 19.2 2,750 14.2 9'09% Outc 
+Moose Magazine Shab s 6.8 2,840 5.7 2,431 +Hunting & Fishing.. 19.4 8,134 12.5 5 366 lines, 1 
TMotor Boating ....... 77.7 45,668 67.5 29,169 +Outdoor Life ........ 51.0 21,437 30.0 12' 9g The j 
National Geographic... 32.8 7,807 33.3 7,922 +Outdoors ............ 16.9 7,100 14.2 6,084 than 
- Nation’s Business .... 60.2 25,299 65.8 27,638 +Sports Afield Pay 5 42.3 17,766 28.5 12.998 total c 
“cc 55 Popular Mechanics.... 116.6 26,124 70.1 15,694 - 7 ee 
MADE -TO-ORDER PICTURES Popular Publications. . 11.9 2,669 9.4 2,122 Total Group ........ 217.9 86,202 150.6 60.55) ines a 
Popular ae 126.6 28,364 72.1 16,149 JUVENILE : Augl 
DOO Koes eacakoece 56.7 24,320 37.5 16,086 +American Girl........ 9.2 3,884 5.1 9 180 zines 
* 2 « That Really Tell Your Story Rotarian ...... sa ecees 11.1 #758 5.0 2,158 | Boys’ Life ............ 208 14172 115 6 3e with ¢ 
Scientific American... . é 13.0 5,568 12.9 5,516 Calling All Girls...... 26.9 10,237 4.9 1.870 5.9% u 
tatreet & Smith , WOE EATO oi osc cvess 6.9 2,892 5.0 21196 MM ago. 
Do you have a sales message or progress story to relate Fiction Group....... 6.0 1,116 9.5 2,124 | +Open Road for Boys. 17.7 7,415 11.5 4,941 
2 A . m RE ro ee 31.8 13,370 26.4 11,083 bTrue Comics ........ 6.7 2542 3.0 1.143 
..- are you looking for a simplified method of teaching Thrilling Group ...... 13.3 2,984 19.1 4,284 . : MP csv ATS 
your personnel to do a better job? We are specialists in Town & Country...... 101.3 68,061 84.6 56,875 Total Group ........ 88.2 41,142 41.0 18,620 ‘ 
‘ ene ° oo ee ee 8.9 3,813 8.4 3,617 ‘al First 
the making of special films that tell a retentive story, Woeedstitn of the World 73 3°105 28 1180 WEEKLIES—August oti 
il d uickl +Yachtin 80.6 47.408 67.6 42.723 14American Weekly... 53.5 53,491 39.5 75,188 mee in 
eT ee y od ah ede : ‘ : +Business Week ...... 299.0 125,590 280.6 120,385 megs 
: tudia % " 4 : . ~ ’ Fe erg aChristian Advocate... 5.0 2,172 13.3 5,585 the 
Our large fully equipped sound studio in New York is Total Group ........ 1,771.8 849,448 1,380.1 658,859 i llama 161.0 109495 1495 101439 Mf torium 
available—or crews and equipment are placed at your WOMEN Cp a 75.9 32,580 50.2 21518 I meetin, 
disposal. Talent too, if desired. Let us know your prob- MND gies a0 aoe 126.0 54,054 89.3 38,324 | Family Circle ........ 58.0 24,866 51.7 22,198 Hi Thursd 
l . . ’ . Glamour ..........-.: 117.8 50,550 81.2 34,820 | Forbes ............... 39.9 17,096 33.3 14,262 BB iscts a 
em... our experienced staff offers time-proved advice, eae Meunskacetnn... 3OR6  GARER SEER MEI 1 GPMIEMG ive scene cance 29.4 18,019 12.6 10,116 
with no obligation on your part. Harper’s Bazaar ..... 136.9 86,514 166.8 105,389 BMOEGY kesiesciciocnaas 148.5 63,723 61.9 26,536 ont - 
eee eee 18.5 14,031 9.3 7,098 NEES ern one ae 199.0 135,320 295.0 200,60 m n » 
Be Sure—Ask for the Best Household ............ 19.8 13,448 16.2 11,044 | Look (bi-weekly)..... 67.7 46,066 = 73.7 50,100 J sion Se 
Ladies’ Home Journal. 98.7 67,117 89.2 60,644 | 1Newsweek ........... 237.1 99,602 271.8 114,144 916; “Te 
Mademoiselle ......... 178.0 76,362 161.5 69,283 | t!New York Times - 4: "2 
Re eee 78.6 53,455 62.1 42,208 Magazine ........... 74.6 63,434 55.0 55,046 BR Seeing 
Modern Romances TRU BEG 6 cece cca 122.2 52,415 140.8 60,362 “Scenic 
4 ee eee 59.3 25,454 37.1 15,916 | Pathfinder ........... 32.8 14,073 10.6 4,544 Bl Televisi 
Division of Modern Screen (MM).. 63.0 27,028 44.1 18,925 | f#Parade ...........-- 16.8 = 12,057 17.8 (13,607 Be tro 
Motion Picture (F)... 70.0 30,044 45.5 19,526 to gg TT Teer Ce ere 9.9 6,715 12.6 8,58 March 
SOUNDIES DISTRIBUTING CORP. OF AMERICA, INC. ee ee en eee 28.3 12,172 10.0 4,318 Saturday Evening Post 214.9 146,117 2198 149,282 Technic 
Mov BELO: -& Daher’ a0 39.3 5,862 22.9 9,828 This Week Magazine 44.6 36,758 45. 38,253 ec : 
eS ae * Se avis nial ee ey eee saa 20819 18.6 12,627 ee) Sree eee a 253.8 106,579 342.6 143,887 vision 
2832 Decatur Ave., Bronx, N. Y.—FOrdham 7-9300 Movie Stars Parade.... 36.6 15,733 22.5 9,688 | United States News... 169.3 71,094 169.1 71,034 Hi May 10. 
Movie Story (F)....... 66.8 28,626 44.9 19,245 ete ane aan 
a ee Teer) Pee 36.5 15,695 22.7 9,757 Total GGUS ...0scscs 2,283.5 1,219,223 2,333.5 1,295,785 . 
Parents’ (N. Y. Metro —_—_— Soil C 
See ee 97.3 41,749 61.1 26,225 7Page size changed since last year. Soil | 
Parents’ (Nat’l)....... 91.3 39,175 57.3 24,581 tBegan publishing with Sept. 1944 issue. - 
Personal Romances... 30.7 13,172 17.3 7,425 *Not included in totals. dale, Cé 
Photoplay (Mac)...... 56.5 24,233 39.8 17,092 aFive issues 1944; four issues 1943. Erickso1 
PYOMBNAAE ..ccc0rces- 53.5 22,938 31.0 13,309 bSept.-Oct. 1944 issues combined; separate issues handle 
Radio Mirror (Mac)... 40.7 17,463 32.4 13,891 1943. cleanser 
Screen Guide.......... 30.2 20,526 14.1 9,612 iFour issues 1944; five issues 1943. compan: 
| Sereénland Unit....... 39.2 16,804 28.2 12,087 cIncludes main paper and story section. by Trur 
on the 
well as 


i real Foods,” in the} tional value of package contents 
Article Urges Improved plage indy “of Journal of the| be given on the basis of the aver- 9B™#sazin 
Cereal Labeling American Medical Association. age one-ounce serving and in 

A more uniform labeling of pre- Written by Dr. George Kitzes| terms of the percentage of daily Clopa 
pared cereal packages is urged in| and Dr. C. A. Elvehjem, Madison, | requirements. 


an article titled “Vitamin Content! Wis., the article asks that nutri- a 
Lewis Named K&E placed i 

; ; huthra 

V.P., Radio Director f 


William B 
Lewis, forme! 
CBS vice-presi- 
dent who re- 
joined that net- 
work as a con- 


sultant after NEED 
resigning in 
July, 1943, as 
assistant irec- 
tor of the do- 
mestic I ranch 


Powered to Sell . .'. 7 kts Seen aprottes 
where there’s Power to buy * dvertising, rae presi 


and radio director of Ke! 

The W M T Corn Country's post- Eckhardt, New York, effective 
war world looks to be steadier | : M Oct. 1. 

ee else in 7 country! capably administered, Can Most recently, Mr. Lew’: Pre 
ay pe oe an — | served as executive vice-pré oe 
Country, but Bh noel post > i " ; reese » em k. FM ne nes oe work 

make it the Nation's No. | agri- th t. fi ican | etwork, M network ' _ : 
cultural area. Year in and ane nO more fa an SCLEN y c ized in 1941 and a wh Jon's | 
out, this area is at the top in pro- | . solved. iste; ' 
ducing wealth, and the average ' 
farm income is surging steadily manufacturing * tty 
higher. Wise sales executives are 

cultivating this stable lowa mar- 
ket NOW .. . to buy your prod- 
uct TOMORROW! The people you We can't get larger space 
sell on W M T today will have the which to tell a most imports” 


money to buy your product. HENRI, Hurst & MCDONALD, Inc. sory —'"Meet Your Cont 


when Peace comes. tor- der Customer."** 


ADVERTISING tend fot, 2 copy of 


-_—~ SO we a” 


— 


— 


They will still be listening to their favorite lowa Station on 


lowa’s Best Frequency W MT. . . 600 on your dial! CHICAGO = oe advertising agen’ 


: *These ere the men that are golns 
Bia do the bulding that all the tel} 


Is about. 


| PRACTICAL BUIL 


59 East Van Buren 


BASIC COLUMBIA NETWORK A COWLES STATION 
CEDAR RAPIDS /}\,¥y, 11) WATERLOO 
5009 Watts Day and Wight - 600 KC Represented by the Katz Agency 
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September Issues 
of Magazines Gain 
16% in Ad Volume 


New York, Sept. 13.— Although 
. advance was not as sharp as 
» the previous month, Sep- 
issues of national maga- 
»nes carried a total advertising 
Colume of 3,522,005 lines, a 15.8% 
sain over similar issues of a year 
jg. Juvenile publications, with a 
121%) advance, led the entire 
General magazines, with a total 
yolume of 849,448 lines, were up 
98.9% over September, 1943, is- 
sues, while women’s magazines, 
with 1,293,297 lines, gained 32.2%. 
Standard publications, carrying a 


tember 


total of 32,693 lines, were up 


Outdoor magazines, with 86,202 
lines, marked up a 42.4% advance. 
The juvenile publications more 
than doubled September, 1943, 
total of 18,620 lines, with 41,142 
lines amounting to a 121% gain. 

August issues of weekly maga- 
zines showed the only decline, 
with a total of 1,219,223 lines, 
5.9% under similar issues of a year 
ago. 


ATS Opens Fall Season 


First of the fall series of monthly 
meetings of the American Televi- 
sion Society was held Sept. 14 at 
the Museum of Modern Art audi- 
torlum in New York, with ensuing 
meetings scheduled for the second 
Thursday of each month. Sub- 
jects and dates scheduled so far 
are: “Television and Govern- 
ment,”’ Oct. 12; “30,000,000 Televi- 
sion Sets—When and Where,” Nov. 
16; “Television and Sports,” Dec. 
14; “Television in Advertising— 
Seeing Is Believing,” Jan. 11, 1945; 
“Scenic Design—Stage, Screen and 
Television,’ Feb. 15; “Television 
at Home or in the Theater,” 
March 15; “Television Camera 
Techniques,” April 12, and “Tele- 
vision and the Visual Arts,” 
May 10. 


Soil Off Names McCann 


Soil Off Mfg. Company, Glen- 
dale, Cal., has appointed McCann- 
Erickson, Inc., Los Angeles, to 
handle advertising of its paint 
cleanser, effective Oct. 1. The 
company currently sponsors news 
by Truman Bradley thrice weekly 
on the CBS Pacific network, as 
well as using some newspaper and 
Magazine advertising. 


Clopay to R&R 


Clopay Corporation, Cincinnati, 
maker of window shades, has 
placed its advertising account with 
Ruthrauff & Ryan, Chicago. 


OUR BOYS 
NEED BLOOD PLASMA 


Don't wait! Reg- 
ister with your 
nearest Red Cross 


NOISEPROOFED 


rtising Age, September 18, 1944 


Publicists Elect 


National Association of Public 
Relations Counsel has elected the 
following new members: James C. 
Kiper, executive director of Safety 
Glass Association, Inc.; Bertrand 
W. Hall, secretary of American 
Tariff League; Harrold H. Dinkins 
Jr., public relations director, Elec- 
tric Bond & Share Company; 
Alleyn H. Beemish, director, pub- 
lic information department, Tax 
Foundation; and Valerie Kuhn, 
manager of Redwood Empire As- 
sociation, San Francisco. 


To Doremus & Co. 

Daniel F. McNamara, for the 
past six years railroad specialist 
for the Wall Street Journal, has 
joined Doremus & Co., New York. 


Jenssen Reopens Office 

Recently discharged after more 
than two years in the Army air 
forces, Maj. “Gus” Jenssen has re- 
opened the Chicago office of Kin- 
dred, MacLean & Co., lithographic 
advertising, at 450 E. Ohio St. Maj. 
Jenssen is western manager of the 
company. 


John Markland Joins 
‘Advertising Age’ 


John Markland, veteran of 18 
years’ experience on newspapers 
as reporter,. feature writer and 
copy editor, has joined the New 
York staff of ADVERTISING AGE as 
associate editor. 

He has been with the Brooklyn 
Eagle, Chicago Herald - Examiner, 
Louisville Courner - Journal and 
the Miami Herald, and was for 
several years a contributor to the 
Sunday New York Times. 


45 
Thomas to ‘Liberty’ 


J. William Thomas, recently 
with New York Subway Adver- 
tising Company and formerly with 
St. Louis Globe - Democrat, has 
joined the eastern advertising staff 
of Liberty. 


Jones Joins Ellis Copy 

Carter R. Jones, formerly copy- 
writer with Batten, Barton, Dur- 
Stine & Osborn, New York, and 
Sutherland - Abbott, Boston, has 
joined the copy staff of Sherman 
K. Ellis & Co., New York. 


%8 No, I wasn't born in San Francisco. I came from the 


east coast to work in a new industry. It's funny 
... back in ‘49 San Francisco summoned the world 
in a burst of gold and with the rush came the young, 
the lean, and the daring...and guys just like me. 


I remember reading about San Francisco in my 
history book when I was a kid in school and it 
came to me suddenly then that some day | wanted 
to live there ... San Francisco... colorful, ambitious, 
melodramatic, glowing! 


When the war came and San Francisco called 
again, | realized this was the chance I'd been wait- 
ing for, so I came with thousands of others and 
well, “here I am.” And believe me, | aim to stay. 


San Francisco is the gateway to the great Pacific 
basin. It is destined to be the center of the world 
of tomorrow. 


I've been here almost two years now and San Fran- 
cisco gets more friendly and interesting every day. 
Besides, I'm making more money here than I ever 
made in my life and I’m saving it, too... I'm putting 
it into War Bonds. After the war there are a lot of 
things I'm going to buy... refrigerator and furni- 
ture, for instance, and a new car, maybe, and a 
lot of other things 


I'm really inspired about my future in San Francisco. 
It's one of the greatest places in the world to live 
and from now on San Francisco is my home. 


Sure, I read a newspaper...every evening...I 
read The Call-Bulletin ... it's interesting and friendly, 
like San Francisco. It sort of has the feel of San 
Francisco... like it grew up with the city. I read The 
Call-Bulletin because it makes me feel like a San 


Francsican... guess that’s why I prefer it. #@ 


Newspapers Get Immediate Action! 


SAN FRANCISCO CALL-BULLETIN + REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 


<n - 


a x 


. + Sar ‘ 
a — | 
Po | = ; 
| Be | 2 7 j 
| f e's 
f ae 
_ .. 
Sar. : 
Fn ae oni 
é : BAS oo 
if | 3 ‘ Be _ 
> : a a 
: oi vi es 
f — 
— 
15 : a . 
' ' a 
12 a 
0 
7 ee £ 2,2 7 ud 
84 | 2 A sree a: ‘ —~ } - a ce ie 
28 bs Wwe. ° ; . nevis ti con 
we geo Pe Baas a, AR, a et, if 4 q 
Oe , ee a Se se Be ae ait Pe x a ae er 
50) ish a ee Se rf ae 
Th &y, ' i - , "i Ss : a x aaa 
| ae fe Oy 
| — 
- fa “ 4 ; 
20 PS adi 4 ne 
YF e “ 4 . . “i ; 
a8 é J y, , hee 
gs WGs ao 
‘5 ' ‘1 i ~y ; we 
: i 4 ~—— _ } en 3 
- X B ” 7 ‘ “ae q an a: “i vi 
3 : bis oo al — 
if - ol ee, 
Of ‘s ieee , ya ! if ’ oe a “es 
44 , & ew. a ; or a ; ea 
. he 3 eee ; pte a. 
46 ee : f yi ._' 
» $ A y y 
62 %e s } ey 4 ’ . 
&7 a . 3 a. shee ba 
ow ied . < eae . Bon oe ra , E 
a\ M4 it rm | & ‘ ; _ Pee 
A | hy eS } - il i 
Aah 33 f rele , ia a ‘Sah 
es ’ ' Se ‘ ; tee = 7% " 
A) i hip ts 7 . ' ‘a “Ee “a x 3 
F “J i bi, Re; ; ‘ , ey! ’ ee sl * 
j Ly i cas - gg HI { mA es . a 
Vide mR - * i ; 
= Beil. ai ” —_ 
ay t, = " fa Tih 4 f 
its : ‘ Pee » ; : 4 ; ag > it : 
T= SAT 7 
in Fe ae 
a2); | 
a f au re 
B ee ; 
er - ] | e ae a 
si- = ee 
e- i ie 
at- a 
er m -— 
in cn _— 
“ ig ce a 
sah 4 aa 7 i 
0- Soa J ee 
a W "7 Bis. oe 
ch , is 
ed ; < ee. 
e ! 2 
ve x : — . 7 
7 Soe? 2) “4 . Pe 
as 4 : . J } ae 
nt 4 a 3 
f Q . val 4 
a \ ’ : . oe re ie a ‘ 
‘ce \v y i abe = 
aS Oe 
\ 1 € i 
- y / ee ne 
Bloo: Bank today. ler | inne ors 
— - ~ = 
7 Oma ™ ee | 
. S ~ 
* 3 ‘ eS 4, 
ee 
z "Sa 3 . 
: Hotel | ) 
G f os Bact 
aurair | 
y © F Y . . 1] 


46 


Tide Water Appoints 
H. S. Chase and Drew L. Hines 


have been appointed vice-presi- 
dents of Tide Water Associated 
Oil Company, New York. Mr. 


Chase will continue as head of 


manufacturing and Mr. Hines in| 


charge of transportation and sup- 
plies in the company’s eastern 
division. Richmond K. Kelly, 
manager of the eastern division’s 
marine department, has been ap- 
pointed assistant vice-president. 


To Reach Farm People, Reach the 


28.240 ressticsoess 


ss the leaders in Agriculture and 
Home Economics who influence the 


buying of your products for the tarm 


Farm Publications 
Show 15.8% Gain 
in Ad Volume 


New York, Sept. 13.—Extending 
their gains over the previous 
| months, September and August is- 
'sues of farm publications carried 
a total of 1,291,084 lines of adver- 
'tising, a 15.8% gain over similar 
|}issues of a year ago. 
September farm magazines, with 


a total of 259,354 lines, were 7.1% 
ahead of September, 1943, issues. 
Monthly farm papers ran a total 
| of 246,325 lines, an 18.1% gain, in 
|September issues while August 
|monthly publications, with 69,839 
lines, were 9.1% ahead. 
| August semi-monthlies, with 
413,227 lines, gained 19.4%; bi- 
weeklies, with a 93,51l-line total, 
were up 19.1%; weeklies, with 37,- 
807 lines, were up 72.6%; and 
| dailies, carrying 171,021 lines, ad- 
|vanced 11.2%. 
| Canadian magazines, with a 
total of 240,011 lines in September 
issues, were 14.1% ahead of a year 
| ago in volume. Farm magazines, 
| with 240,429 lines, were up 40.6%. 
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ST. PAUL is 
“7, MARKET 


CITY 


R, N. CARDOZO 
& BRO., INC. 


PRESS CO 


RIDDER-JOHNS, 


NEW YORK 
342 Madison Ave 


This City's 55.44 Square Miles Is One-Half of the Nation's 


9TH LARGEST MARKET 


ONLY THE ST. PAUL 
DISPATCH-PIONEER 


INC.—NATIONAL 


CHICAGO ST 
Wrigley Bidg. 


ZONE POPULATION 331,570 


VERS IT! 


REPRESENTATIVES 


PAUL 
Dispatch Bidg 


| 
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SEPTEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial of 
Display 
Excluding Ex 
Poultry P : 
-— Total Advertising ——, and Livestock c-—— Total Advertising —— and aston @] 
———1944——,, ——1943-—_,, 1944 1943 pth ——1943—— 194 194 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lins 
FARM MAGAZINES et opens 6,( 
SOUUGRL abisccdice 89.1¢ 37,424 84.1 35,322 11,34 1 ' 
Capper’s Farmer ... 33.3 25,287 $2.3 24,521 24,760 23,761 Wyoming Stockman- . 
Country Gentleman. 66.1 44,935 55.6 37,804 44,422 36,977 WOON 26 sas eke 8.4 7,490 4.8 4,270 : } in 
Farm Journal & aves ee ee = c 
Farmer's Wife ... 55.6 23,844 47.3 20,282 23,261 19,424 Total Group...... 27.2 69,839 118.8 64,022 43,61 Or 
Progressive Farmer: 
Carolina-Va 
. - ‘ i -Monthly—Augus 
Edition ........ S88. 24,083 26.6. 48,798, 05,980 92.002. | queues Gee’ ane casas. sed 4800 a0. W 
Ga.-Ala.-Fla r a is 21907 269 +? f 
y ao 5 Farmer, The ....... 39.9 31,297 36.2 28,364 28,4 f 15.00 
Edition ........ $3.5 24,442 33.9 24,739 23,497 23,444 Meare's Baleymen 28.4 20,687 27.0 19,626 17,54 15.4 { We 
Ky.-Tenn. Edition 33.3 24,295 32.9 28,985 28,745 22,884 Sdake Parmer ** 30.7 23.968 21.2 16,0389 22.499 37.'. ye AWG 
Miss. La.-Ark. Ed. 32.8 23,873 31.7 23,076 23,125 21,938 ahaa Maren i : : f ields i 
Texas Edition.... 30.6 306 34.0 24,748 21,274 23,394 Guide : 25.8 20,210 16.4 12,820 . est eV 
e . e Waiti 3 F > on ps 4 o4 Gba aa a . iL WEY -66 o 6a cae es <0, -V, * oe 8.6 . 
at ne ee eee ee Pee See Kansas Farmer .... 24.9 x.003 ri bgt 1 a ith ~W: 
pattie a ‘ - s ichi Parmer... 19.2 14,770 22.5 7,257 3,9 1¢ 
Editions ....... 34.1 24,794 33.2 24,185 23,875 22,832 oneen — 4.4 3 477 6 7 5 279 3 17 sta tu 
Southern Agricultur- "aes ona ae. "19 5 57 ; RB -eytisil 
aoe oa ; re . = Missouri Ruralist... 23.4 18,129 19.5 14,857 14,6 f Vertis! 
pe tesssecsvasees SEG 21388 10:0 25,906 6887 33,763 Montana Farmer... 39.3 29,701 35.4 26,778 19, ( nveek. 
Successful Farming. 63.4 28,512 57.8 25,994 27,6388 24,899 Nebraska Farmer... 39.7 30,026 30.8 23,306 27,9 ‘ : More 
- as ih Aas AeA? Ree EE ee New England it 
Total Group...... 407.0 259,354 377.0 242,172 252,343 231,965 + Sg seg 25.1 17,580 23.0 4110 14,080 14.149 mace 
Ohio Farmer 26.3 20,179 25.0 19,207 19,277 18 20. e Ir} 
FARM PAPERS Oregon Farmer 29.0 21,922 21.0 15,914 21,222 15 boverin 
Oregon Grange Jothin 
Monthlies | are 12.2 13,748 10.1 11,032 13,74 clot 
Agricultural Leaders’ Pennsylvania Farmer 23.0 17,681 23.5 18,063 16,884 110 nad ¢ 
I oie a cr 88.0 7,448 26.3 5.154 7,448 5,154 Utah Farmer ina es . 16.9 12,804 11.1 9,444 9,164 9,444 Other 
tAmerican Fruit Wallaces’ Farmer & Ure 
GROWS 55545 65.85% M8 8846¢ 6 «683 2991 4,942 2,921 Iowa Homestead... 43.5 34,029 33.8 26,553 30,174 2297 pr 
American Poultry ; bs canpe  ay i 29.5 .22,272 22.5 17,027 21,582 16.699 ol Wal 
Journal: fisconsin Agricul- = ai te the pe 
Eastern Edition... 29.2 12,515 26.5 11,370 11,084 9,512 turist .......-..+5 31.0 24,297 23.8 18,66 5,496 18 Germa! 
Central Edition... 21.8 9,361 20.0 8,575 8,452 7,231 < aah inten etal e aehet iad -mes 4 nationé 
Western Edition.. 20.2 8,664 17.5 7,494 7.968 6.759 Total Group......! a aeeeT ae Seen meneeh StL Ot 
*In all 3 Editions. 18.4 7,894 17.7 7,609 7,212 6,503 ? war } 
Better Fruit ....... 13.3 5,593 10.4 4,875 6,598 4,375 Bi-Weeklies—August cil-spol 
ee 3s TS Gee ERS AE. ee SR | OR sk kin dss Sed XKHMK kn day th 
California BSI seas ccscewe 40 7 Oe = Se. 12,818 ‘i 
Citreasnahh eae. a 3s 17.1 11,506 17.0 11,396 11,506 11,396 Arizona Farmer .... 34.6 26,162 23.2 17,628 25,217 15,319 be gea 
Carolina C ator 4. "836 : "O68 : a California Cultivator 26.7 20,198 21.3 16,109 16,623 14,59 ific Ww 
arolina Co-operator 4.4 1,836 3.0 1,268 1,353 690 : wef , ’ cine V 
The Cattleman .... 94.0 39,483 93.8 39,406 15,841 15,091 | Dairyman’s League sess 6.7 #44248 «(2:1 me will be 
Cooperative Digest. 16.2 3,412 5.0 1,050 3,412 1,050 News ESessisasedes nt th be eer galls 190 Japane 
Farm and Ranch... 29.0 21,930 24.6 18,646 20,996 17,102 Prairie Farmer $9.5 28,794 35.8 26,072 24,426 20,512 *° tai 
Florida Grower .... 10.9 7,392 5.9 4,000 6,908 3,688 Seay Seen anata. sea ataas. ae ca ek 
*Kentucky Farmers Total Group...... 126.0 93,511 106.1 78,501 81,212 65,133 were 
an ele. Fournes 15.3 11,985 18.1 10,238 11,060 8,592 Chatiintenens hundre 
Michigz Parm oo! . a. acar 
OUD rand dts ones LS C498 12 S008 SORE 8,378 | Cappers eee ..: 84 TO 8 Sere Aeiee worth 
National Live Stock tWeekly Kansas City jth W 
Producer ........ 9.2 6,660 6.3 4,602 6,282 4,376 Star: me ati — th: / 
New Jersey Farm ‘ ’ Missouri Edition... 10.5 25,792 5.5 13,450 25,792 13,45 nee ‘ 
and Garden ...... 33.7 15,146 27.6 12,424 13,972 10,486 | , ; Gkh. take EA Sian eek +, sah 
Ohio Farm Bureau Total Group...... 15.9 37,807 9.3 21,900 36,595 for tha 
Wewe ic tense 40.3 6,289 32 5,096 6,096 4,940 is need 
Poultry Tribune: ; Dailies—August int a 
Eastern Edition... 40.1 17,217 33.3 14,322 15,609 12,755 Chicago Daily _ 2557 18.6 39,508 29.022 27 | 
Central Edition... 33.9 14,571 27.5 11,806 13,655 10,804 : Drovers Journal. . 20.0 42,557 6 39,5 29,022 2 
Western Edition.. 30.5 13,100 24.7 10,597 13,467 9.710 Kansas City Daily) = neat se 2674 82.195 40.17 
Pacific Edition... 31.9 13,708 27.1 11,626 12,508 10,301 é ee a oe eee ee Se eee Es In a 
*In all 4 Editions 29.2 12,537 24.1 10,345 11,918 9,696 pes 9 Rese on Miya es 0) sis 
Mpathern, Sar, .. 540° TESTS BOS Teens FEORS 38082 | ME REOMENRS .«+- BLO) SORE SES CECE C0006 21 caves, Be 
a ES a ee he aa eat St. Louis Daily Live a sad ee directo! 
Total Group ..... 563.6 246,325 469.8 208,587 209,963 167,352 Stock Reporter... 14.8 31,465 12.3 26,134 28,053 18,12 publici 
Total Group...,.. 80.4 171,021 72.4 163,754 124,274 108,467M sion, a 
Monthlies—August eetal Group ’ : F as , oming 
\ 
Arkansas Farmer .. 9.1 6,914 Ta 5,346 6,914 5,346 *Not included in totals, ance of 
Farmer-Stockman . 13.0 9,751 17.1 12,931 9,751 11,535 tPage size changed since last year. ° “Re 
Idaho Granger 7 8,260 5.7 6,153 8,260 6,153 +Five issues 1944; four issues 1943. 24-shee 
United 
tisers 
e,° . . » ° sponsor 
Cities Service to wg og, By so Mange x's | Plan Promotion for nt a 
i. ’ ’ . . . es 
Expand Advertising edincenemtias Fire Prevention Week panels, 
Dohner & Lippincott, New York, The National Board of Fire Mant 


has been appointed to redesign 
products and packages for Cities 
Service Company, New York, as 
the first step in proposed ex- 
pansion of advertising activities in 
1945. 

Auditions are being held for a 
possible change in format of Cities 
Service’s Friday evening NBC 
show now starring Lucille Man- 
ners and Frank Black’s orchestra, 
and a magazine campaign may be 


Rejoins Bernays 


Kathleen Goldsmith has re- 
joined Edward L. Bernays, public 
relations counsel, New York, as 
an associate, after a break of 15 
years. Miss Goldsmith was with 
the organization from 1921 to 1929. 
For the past two years she has 
been serving with OWI, and for 10 
years previously was an independ- 
ent director of public relations 
campaigns. 


and can turn customers away. 


you order plates and printing. 


Investigate! 


Color Must be Good 


We are all highly critical of color because we see color all about 
us every hour of the day, every day of the year. Realistic color 
photography se//s. But second-rate color subconsciously offends 


We offer a procedure that gives you greater control over quality 
of color photography reproduction. First, have Kodachromes 
made by your favorite color photographer. Second, order full 
color Chromart Prints from the Kodachromes you decide to use. 


These fine prints show you what you will get on paper before 


good” out of Kodachromes. After approval, send these prints to 
your platemaker as artcopy instead of the Kodachromes, asking 
him to make plates that match the prints color-for-color. 


Nearly all platemakers can reproduce a print far more closely 
than a transparency. Chromart Prints are priced from $44. 


PHOTOCHROME 


837 North Fairfax Avenue 


We are expert in getting “all the 


Hollywood 46, Cal. 


Underwriters is cooperating withg™sor the 


the National Fire Waste Council tespect 
and Insurance Department of them New 

United States Chamber of Com-g™ Abbott 
merce, National Fire Protection Stores; 
Association and other fire preven- ores 


tion groups in providing data for 
newspaper insertions, radio pro 
grams, posters, manuals and other 
media used in the promotion © 
Fire Prevention Week, set 
Presidential proclamation for Oct. 
8-14. 


pany, J 
and ga 
poratio 
stores; 

Philade 
Bulova 


No extensive advertising cam- ‘aed 
paign is foreseen. Individual in-f¢y & 


ippare]l 


surance agents, banks, public util- Produc 
r ) b 


ties, dry cleaning establishments, 


theaters and other local advertis- Clopay 
ers are expected to tie in thell —* 
copy with the event. a = 


Sgt. Hawkins Missing Ther 
Sgt. Philip D. Hawkins, son of group, | 
Harry L. Hawkins, nationa! advel-H ‘he 


tising manager of the Philadelphia luded. 
Evening Bulletin, has been mis livided 
in action over Roumania sin™@y—— 


Aug. 18. 


M\ 
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[$115,000 Display Contest — 


mye! 


5.000 Awards Offered 
‘n 11 Fields; Record 
Outdoor Campaign 


y York, Sept. 14.—At least 
115,000 in war_bond prizes will 
‘varded retailers in at least 11 
-ijc in the largest display con- 
+ ever conducted, featuring the 
ih War Loan drive which will 
«tart in November, the War Ad- 
‘ising Council revealed this 


‘ 
\ 


ore than 6,000 awards will be 
wade to stores in the drug, 
sowelry, grocery, hardware, floor 
covering, gasoline, radio, men’s 
Jothing, women’s specialty, variety 
and department store groups. 
Other trades may be added. _ 

Urging the continued promotion | 
of war bond sales, especially in | 
the period immediately after the 
German collapse, T. R. Gamble, 
national director of the Treasury’s 
war finance division, told a Coun- 
cil-sponsored meeting here Tues- 
day that the 6th War Loan will 
pe geared primarily to the “Pa- 
cific war.’ Symbol of this drive 
will be a bomb about to strike a 
Japanese flag. 

Retailers, Mr. Gamble said, 
were responsible for “literally 
hundreds of millions of dollars 
worth of direct bond sales’ in the 
jth War Loan. Although more 
than $24,000,000 of advertising | 
space and time was contributed 
for that loan, he explained, there 
is need for increased emphasis at 
point of sale. 


Outdoor Featured 


In addition to the display con- 
test, explained Thomas H. Lane, 
director of advertising, press and 
publicity for the war finance divi- 
sion, a new feature in the forth- 
coming drive will be the. appear- 
ance of a $100 war bond on “every 
24-sheet outdoor poster in the 
United States.” National adver- 
tisers already have agreed to 
sponsor the bond on 60,000 of a 
total of 215,000 outdoor poster 
panels. 

Manufacturers which will spon- 
sor the display contest in their 
respective fields are: Textron, Inc., 
New York, department stores; 
Abbott Laboratories, Chicago, drug 
stores; Congoleum - Nairn, Inc., 
Kearny, N. J., furniture and floor 
covering stores; Shell Oil Com- 
pany, New York, gasoline stations 
and garages; General Foods Cor- 
poration, New York, grocery 
stores; Henry Disston & Sons, 
Philadelphia, hardware _ stores; 
Bulova Watch Company, New 
York, jewelry stores; Cluett, Pea- 
body & Co., New York, men’s 
apparel stores; Sylvania Electric 
Products, New York, radio stores; 
Clopay Corporation, Cincinnati, 
variety stores; Nemo Foundations, 
New York, women’s apparel and 
specialty stores. 


Thousands of Prizes 
There will be 580 prizes in each | 
stoup, or a total of 6,380 prizes for 
ie 11 classifications already in- 
iuced. The country has been 
“ivided into nine sections. Each 


Wanted 


Promotion Manager 


ng established magazine de- 
to engage a competent and 
ughly experienced Promotion 
er with a background of 
ssful accomplishment. 


u feel qualified to fill this 
v® suggest that you write us 
ter introducing yourself and 
he same time disposing of 

of the usual preliminaries 
vering the followimg points: 

Education, Place of Resi- 
€, Positions Held, Names and 
esses of six References, Pres- 
Smployment, Present Salary, 
y Exxpected, etc. 


5022, ADVERTISING AGE, 
PE. Ohio S8t., Chicago 11, TM. 


o Highspot 6th War Loan 


state and each section will have 
a committee of five judges, se- 
lected for their ability. The na- 
tional committee will be composed 
of nine members, one from each 
section. 

The War Advertising Council 
will manage this “Sixth War Loan 
National Display Contest.” Trus- 
tees for it are Charles W. Alexan- 
der, Guy Lemmon and _ Irwin 
Robinson of the Council; Stuart 
Peabody, the Borden Company; 
Nathan Silverblatt, Display World, 
and Trowbridge H. Stanley, L. A. 
Darling Company. 

National Association of Display 


| 


4 / 

Industries will work on it, with : . : 
ue chlactive a2 cde Eh taet Joins Leighton & Nelson To Weiss & Geller 
simile of a war bond displayed in Marilyn Marchant has resigned| Leah Brown, for six years 
a window of every store in the from Station WIBX, Utica, N. Y.,| advertising and promotion man- 
country. It was pointed out that|to join Leighton & Nelson, Sche-| ager of Saks Fifth Avenue, Chi- 
there is one retail store for about nectady, N. Y. as a specialist on| cago, has joined the copy staff of 
every 75 persons in the country. | retail accounts. Weiss & Geller, Chicago. 

Since the war finance division 
was created in May, 1941, it was 
pointed out, some $285,000,000 of 


advertising space and time has awe waist wbichateks Pape 


been put to work for war bonds. 
Advertising participation for the 
6th drive is expected to exceed 


the $24,000,000 devoted to the 5th} #& ~ 
drive. . ‘ 
culiiaeitamei ls Vv N 
Expands Sales Offices \ v 
B-1 “Beverage Company, St. id 


Louis, has established North Cen- 
tral Distributors, Inc., Chicago, to @ p 
act as a sales and distribution >> «<< <<<* 


r - > 
office in the Chicago area. Offices 
wifl Ue in the Pure Off buildink. PUBLISHED FOR BUYERS at 1170 BROADWAY, N.Y. 


on Southern farms. 


When the movement of sawlogs and 


TODAY the timber growing on South- 
ern farms is helping to supply the most 
critical shortage facing our war effort. 
Sawlogs and pulpwood from the South 
carry the fight to every front. 


The Progressive Farmer recognized 
forest products as a potential farm crop 
of major importance back in the days 
when millions of acres of farm wood- 
lands were being stripped of their timber. 


Over a period of many years, The 
Progressive Farmer has devoted thou- 
sands of lines of editorial matter to good 
forestry management. Southern farmers 
have been urged to protect their pine 
seedlings, prevent forest fires; and to 
thin and improve their woodlands by 
selective cutting, thus always leaving a 
good stand of good trees for future sale. 

When the demands of our armed forces 
made wood Uncle Sam’s No. 1 war 
need, there was plenty of wood growing 


pulpwood was threatened by a war . 
shortage of woods workers, The Pro- 


gressive Farmer—in its own columns Th S hi S hs hy 
and in regular radio broadcasts— began e out U scr es to 


to urge farmers to do their own cutting 


and hauling. 


this problem is not yet completely 


Due to the enormous demands of war, The Prog ressive Farm er 


solved. But, Southern farmers are get- 


-_ 


© a 
~ 


ting out more wood from their own ie _ 
farms than ever before in history. Advertising Offices: sirmMINGHAM, RALEIGH 


MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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‘Monopoly States — 


Given Brighter 
Whisky Picture 


Chicago, Sept. 14.—The liquor 
situation is brightening. The black 
market has been eliminated. 
Shortages have been overcome 
and domestic distilled spirits as 
well as foreign import liquors may 
soon be available. Such was the 
tenor of discussions here this week 
at sessions of the National Alco- 
holic Beverage Control Associa- 
|tion. The association is comprised 
of liquor control chairmen and 
commissioners from the 14 liquor 
controlling ‘“‘monopoly” states. 

Howard Jones, executive secre- 
tary of the Distilled Spirits Insti- 
|tute, said that the August “holi- 
day” given distillers by WPB, 
which brought about production 
of 32,500,000 proof gallons of dis- 
tilled spirits, 50% of it whisky, 
| the rest neutral spirits for blend- 
|ing and for gin and “specialty” 
| beverages, was of “tremendous 
psychological benefit. Scarce buy- 
ing has subsided. Stocks are on 
retailers’ shelves in open states. 
The monopoly states are liberaliz- 
ing their allowances to consumers. 
Black market operations have been 
practically eliminated.” 

W. L. Lyons Brown, vice-presi- 


dent and director of sales and ad- 
| vertising, Brown - Forman Dis-| 
| tillers, Louisville, Ky., praised the | 
association for the way its chair- 
men had controlled the _ states’ 
policies, saying, “This has been 
borne out by the fact that no state, 
once having adopted the monopoly 
system, has ever shown the slight- 
est desire to change that system.” 


Reviews Situation 


Gen. Frank R. Schwengel, presi- | 
dent, Joseph E. Seagram & Sons, 
pointed out that the August “holi- 
day” production represents a po- 
tential $250,000,000 revenue to the 
government, that the rye whisky | 
just made will take from four to | 
six years to mature, and that the | 
whisky now being released still 
comes from rapidly diminishing 
whisky stocks, but said that “a 
possible hindrance to immediate 
additional production is the in- 
creasing requirements for high 
octane gas, which, in turn, may 
require a diversion of petroleum 
process facilities for gasoline, 
thereby throwing the bulk of the 
load for synthetic rubber back on 
alcohol production.” 

George Broide, vice-president, 
D. J. Bielzoff Products Company, 
said the cordial industry expected 
to retain its present customers and 
acquire new ones through its type 
of advertising which has “helped 
educate our customers toward 
more moderate and relaxed drink- 
ing. The entire tone of our ad- 
|vertising has been uplifting and 
inviting. Its appeal has been on 
a romantic note, cloaking the 
entire message with a sense of 
well being. No criticism ever has 
or, I predict, ever will be attached 
|to the type of merchandising of 
e- (the major cordial companies of 
— j|this country. Cordials offer the 
-—— | golden opportunity to stress a 
= \'theme of moderation. My own 


in this 
VACANT CHAIR 


Do your peacetime merchandising plans include dis- 
tribution through chain stores? Do the chains sell or use 
your products? If they do, it will be to your interest to 
reserve a seat at your conference table for a key man— 
a man who really knows chain store markets, methods 
of operation, buying and selling practices 


Without obligation, we shall be glad to have a 
CHAIN STORE AGE man sit down with you and discuss, 
confidentially, the vossibilities for your products in the | 
chain store field. 


THE CHAIN DRUG MARKET 


This $723,000,000 field, with sales percentayes in 
leading cities, stores operated by leading drug chains 
and location of buying headquarters, is shown in a new 
Marketing Map just issued by Chain Store Age. A sim- 
ilar map on the chain grocery field is now in preparation. 
-opies may be had upon request. 


IN STORE 


185 Madison Avenue 
New York 16, N. Y. 


612 No. Michigan Avenue 
Chicago 11, ILL. 


rt 


company is featuring the Red 
Horse tied in cleverly with ‘Red 


The 14 member states of the 
association are Alabama, Idaho, 
Iowa, Maine, Michigan, Montana, 
New Hampshire, Ohio, Oregon, 
Utah, Virginia, Washington, West 
Virginia and Wyoming. 


MILLIONS 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
you've been overlooking the 7-billions 
spent yearly by American Negroes. Then 
| you'll be surprised how easy it is to cover 
| these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we'll 
send you some startling, profit-revealing 
facts. 


|! 


| 


7——— August, % Gain -—Ist 8 months—, 
1944 1943 or Loss 1944 1943 
Food Chains 
Jewel $ 4,269,093 $ 3,773,990 +13.1 $ 33,748,592 $ 32,113.93 
Kroger Groc. & Bak. Co 34,995,288 3) ,333,299 +12.0 270,836,792 258,863, 32« 
*National Tea 7,834,818 6,717,436 +16.6 
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AUGUST SALES OF CHAIN STORES 


“$11.8 $ 304,585,384 $ 290,977.25 


$ 39,264,381 $ 35,107,289 


Greup Total 


Mail Order 
tSears, Roebuck $ 79,025,580 $ 63,597,518 +24.3 $ 519,696,259 $ 458,250,272 
Spiegel _ ar eee 3,061,610 2,421,623 *+26.4 19,466 502 17,973 54¢ 
tMontgomery Ward 52,208,040 47 443,410 +10.0 332,507,586 349,785 38 

Group Total $134,295,230 $ 113,462,551 +18.4 $ 871,670,347 $ 826,009,195 

Drug Chains 
1Crown : $ 877,038 $ 855,885 +2.4$ 10,172,397 $ 9,445,002 
Peoples 2,810,352 2,739,354 +2.6 22,213,328 22 336,42 
Walgreen 9,931,809 9,424,338 +5.4 77,071,021 72,889,890 

Group Total ............$ 13,619,199 $ 13019577 +4.6 $ 109,456,746 $ 104,671,317 

Variety and Miscellaneous 
Butler Bros. ..............$ 10,776,381 $ 10,681,432 -+0.9$ 76,274,475 $ 79,294,936 
Consolidated Retail Stores 1,720,197 1,518,130 -+13.3 12,892,102 11,989, 860 
*Diana Stores Corp........ 611,569 466,851 +256 ...... wit 
Diamond Shoe Co......... | 854,883 1,820,012 +1.9 19,268,698 18,785,105 y 
Edison Bros. : veccssicn | Stee 2,622,092 +21.6 28 606,983 26,000,082 : 
Fishman, M. H 545,076 545596 —0.! 3,826,908 3,915,466 42: 
i SS Ae x 13,809,365 11,896,917 +16.1 99 809 064 96,956 092 : 
sireen, We. b............53 Bee 4,970,000 +7.0 35,010,857 35,313,96! : 
tinterstate Dept. 3,324,028 3,011,279 -+10.4 22,263,799 22,425,755 49. 
SR. Sh. ae 16,425,456 15,470,878 +-6.! 126,775,739 121,981 33) 
Kress, S:. #1... 10,155,254 9,427,257 +-7.7 77,027,703 74,614,787 +3 
Lane Bryant, Inc. 2,422,735 |,881,832 +28.7 21,987, 163 18,717,280 +175 
tlerner ..... 6,630,419 5,031,724 +31.8 47,506,270 41,886,746 +34 
McCrory ... ied 5,766,526 5,176,217 +11.4 41,858,168 40,515,840 +33 
tMcLellan Stores 3,120,125 2,874,273 +8.6 20,459,590 19,234,417 +44 
Murphy, G. C.......... 6,688,531 6,197,269 +7.9 52,404,673 50,493,839 +3 
Neisner Bros. 2,913,935 2,836,736 +2.7 22,037,825 22,089,287 —9) 
Newberry, J. J. 7,362,741 7,183,306 +2.4 55,914,396 53,541,110 +44 
Penny, J. C. 4| 556,969 35,856,732 +15.9 309,003,446 288,319,450 +7) 
Western Auto 4,524,000 4,132,000 +9.5 28,510,000 29,359,000 —29 
Woolworth, F. W......... 35,276, 108 33,199,708 +6.2 273,850,468 268,254,219 +2) 

Group Total ............$183,383,519 $ 166,333,390 +10.3 $1,375,288,327 $1,323,688,763 +39 


Combined Total $370 562,327 $ 327,922,807 +13.0 $2,66!,000,804 $2,545 346,537 


tSeven month period. 
*Not included im totals. 
Eleven month period. 


ARE THE 
Department Stores 
of the Masses... 


These stores handle over 30,000 different items popularly priced, 
from 5c to $5.00 and over, to meet the needs of the masses. No 
matter what size city, town, or village you go into, the syndicate 
variety stores get the traffic. 

Many of these stores do over a million dollar annual volume. 

In the 5000 odd stores comprising the big 10 group the average 
annual volume per store is over $275,000.00. In this important 
group of stores alone, which did a volume of $1,341,376,361 in 1943, 
The Merchandiser gives you a coverage of nearly 12,000 key people. 

A mass distribution market efficiently geared to handle post-war 
mass production. 

Don’t overlook this tremendous 


POST-WAR PLANS! 


The “Merchandiser” 


A highly specialized medium cater- 
ing exclusively to the 5 & 10 to $1.00 
and up syndicate variety stores. 


Editorially slanted to the problems 
and interests of the store managers 
and their assistants, who do the day- 
in and day-out ordering of merchan- 
dise for this approximately two billion 
dollar market. 


Total MERCHANDISE-OR- 
DERING circulation 16,514 key 
people in 8300 stores. 


market in your 


Ki 


Re ly: 


Largest audited circulation in the field 


The Magazine of 


THE “hb & 7 0” MARKET 


fan) SYNDICATE STORE MERCHANDISER ‘(yj 


79 Madison Ave., New York 16, N. Y. 
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They were asked not to design | ties and others has been excellent, 
actual fixtures, however, G-E ex- | the company said. 
|plaining that it is continuing to In a separate consumer cam- 
follow its policy of cooperating | paign, General Electric has started 
with the fixture manufacturer—}a new product preference story 
not competing with him. |for its Mazda lamps. 

ule includes 


Show Many Designs 


ar lighti turday Evening Post and True 
The postwar lighting perspec- | $4 ave st anc 

tives show designs for food, drug} Story. with smaller space in The 
and department stores, office and|4™er-can Weekly and This Week 
invites | Magazine. 

ooklets 
greater | always one. . 
ipment|G-E!” Art work makes use of 


utili-| human interest illustrations to 


The sched- | 
full-page ads_ in| 
Hygeia, Liberty, Life, Look, The | 


Theme of the copy is “There’s | 
. and in lamps it’s | 
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show preferences—such as the| mains the same each month. 
preference of a girl for a particu-!| Foster & Davies, Cleveland, 
lar soldier, the baseball idol of | handles the G-E lamp department 
young fans, etc. Basic copy re-| advertising. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


F 25 WEST BROADWAY 
NEW YORK 7. WN. Y. 


Advertising Age: Please enter my 
Bbscription for one year and send me a bill for $2.00. 


= — os 


Bity and State ee 


ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 


“there's always one!” 


-E Plays Safe 
n Its Lighting 
Suggestion Series 


No Investigations 
Made on Patent 
Situations, It Says 


Cleveland, Sept. 12.—To avoid 
Pntanglement in any litigation 
Mver patents on architectural de- 
signs and construction, General 
‘lectric Company has added a 
pecial line explaining its position 
n its campaign in magazines and 
rade publications featuring post- 
war lighting suggestions. 

In an italic paragraph, G-E 
ays: “No investigation has been 

lade by General Electric Com- 
bany regarding the patent situa- 

on on the design or construction 
uggestions shown in the above 
rchitectural sketches.” 

The step is merely a precau- 
ijonary measure, G-E officials said, 

nce it is possible that someone 

lse may have had the same idea 
esented-in the General Electric |, 
ketches, 

The series of advertisements 
eatures the General Electric lamp 
bepartment’s “architectural design 

ogram” to promote better post- 

r lighting. The company’s light- 

g equipment promotion commit- 

€ commissioned 10 leading archi- 
ects and industrial designers to 
isualize the lighting effect each 

Would consider best for an interior. 


Had Time been published ’way back in the parable days, these 
are the words with which Jonah might have described his whale- 
belly wanderings through the Mediterranean to the goggle-eyed 


TIME readers travel a lot more than most Americans and can 
afford to travel a lot better. If you could see how they live at 
home, you would know what they demand away from home — 
whether traveling by land, by sea, by air. 


| 


Surveys show, for example, that half of Trme’s family 
heads have travelled by plane—have flown more than two and 
a half billion miles already. 


TIME is the magazine that Pullman car passengers, pre- 


TOPS WITH PEOPLE 


RAVERS 


~~ Great Travelers of Yesterday 
JONAH (A long, long time ago) 


Warm, wet, woozy-making 
is travel-by-whale 


gentry of Nineveh at his journey’s end. 
For Jonah would almost surely have been a faithful reader of 
TIME, as most travelers are today. 


GREAT TRAVELERS OF TODAY 


war cruise passengers, people who stop at the. best hotels, 
read and prefer. TIME has been overwhehningly voted the 
favorite magazine of top travel agents—the men who arrange 
America’s jaunts and journeys. 

That is why TIME has been the leader in Travel, Resort, 
and Hotel advertising for nine consecutive years (except for 
one year when it was second). And TIME will be the leader in 
the postwar years—for TIME is tops with Americans who are 
going places, 


WHO ARE GOING PLACES 


a em 
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Monopoly States — 


Given Brighter 
Whisky Picture 


Chicago, Sept. 14.—The liquor 
| situation is brightening. The black 
market has been eliminated. 
Shortages have been overcome 
and domestic distilled spirits as 
well as foreign import liquors may 
soon be available. Such was the 
tenor of discussions here this week 
at sessions of the National Alco- 
holic Beverage Control Associa- 
tion. The association is comprised 
of liquor control chairmen and 
commissioners from the 14 liquor 
controlling “monopoly” states. 

Howard Jones, executive secre- 
tary of the Distilled Spirits Insti- 
tute, said that the August “holi- 
day” given distillers by WPB, 
which brought about production 
of 32,500,000 proof gallons of dis- 
tilled spirits, 50% of it whisky, 
the rest neutral spirits for blend- 
ing and for gin and “specialty” 
beverages, was of “tremendous 
psychological benefit. Scarce buy- 
ting has subsided. Stocks are on 
| retailers’ shelves in open states. 
|The monopoly states are liberaliz- 
|ing their allowances to consumers. 
| Black market operations have been 
| practically eliminated.” 

W. L. Lyons Brown, vice-presi- 
| dent and director of sales and ad- 
| vertising, Brown - Forman Dis- 
| tillers, Louisville, Ky., praised the 
| association for the way its chair-| 
|men had controlled the states’ | 
| policies, saying, “This has been | 
| borne out by the fact that no state, | 
|once having adopted the monopoly 
| system, has ever shown the slight- 
est desire to change that system.” 


Reviews Situation 


Gen. Frank R. Schwengel, presi- 
dent, Joseph E. Seagram & Sons, | 
pointed out that the August “holi- | 
day” production represents a po-| 
tential $250,000,000 revenue to the | 
government, that the rye whisky | 
just made will take from four to | 
six years to mature, and that the | 
whisky now being released still 
comes from rapidly diminishing 
whisky stocks, but said that “a 
possible hindrance to immediate 
additional production is the in- 
creasing requirements for high 


VACANT CHAIR : 


Do your peacetime merchandising plans include dis- ‘require a diversion of petroleum 
j j j ? j ell or use process facilities for gasoline, 
tribution through chain stores’ Do the chains s “y lemnuae tacouide tin Welle oF the 
your products? If they do, it will be to your interest to load for synthetic rubber back on 
reserve a seat at your conference table for a key man— alcohol poe." ¥ 
a man who really knows chain store markets, methods George Broide, vice-president, 
of operation, buying and selling practices 


| 
| 


KEY MAN 


in this 


D. J. Bielzoff Products Company, 
said the cordial industry expected 
to retain its present customers and 
acquire new ones through its type 
of advertising which has “helped 
educate our customers toward 
more moderate and relaxed drink- 
ing. The entire tone of our ad- 
vertising has been uplifting and 
inviting. Its appeal has been on 
a romantic note, cloaking the 
entire message with a sense of 
=| well being. No criticism ever has 
or, I predict, ever will be attached 
- |to the type of merchandising of 
* |\the major cordial companies of 
|this country. Cordials offer the 
| golden opportunity to stress a 
theme of moderation. My own 
company is featuring the Red 
| Horse tied in cleverly with ‘Red 
; Horse, that “plug” for modera- 
tion.’ ” 

The 14 member states of the 
association are Alabama, Idaho, 
| lowa, Maine, Michigan, Montana, 
|New Hampshire, Ohio, Oregon, 
Utah, Virginia, Washington, West 
Virginia and Wyoming. 


Without obligation, we shall be glad to have a 
CHAIN STORE AGE man sit down with you and discuss, 
confidentially, the possibilities for your products in the 
chain store field. 


THE CHAIN DRUG MARKET 


This $723,000,000 field, with sales percentayes in 
leading cities, stores operated by leading drug chains 
and location of buying headquarters, is shown in a new 
Marketing Map just issued by Chain Store Age. A sim- 
ilar map on the chain grocery field is now in preparation. 
-opies may be had upon request. 
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AUGUST SALES OF CHAIN STORES 


——August—,  % Gain -——Ist8months—, 9% 
1943 


1944 1943 or Loss 1944 oa 

Food Chains ss 
Jewel $ 4,269,093 $ 3,773,990 +13.1 $ 33,748,592 $ 32,113,933 5 
Kroger Groc. & Bak. Co 34,995 288 31,333,299 +12.0 270 836,792 258 863,325 50 
*National Tea .... ... 7,934,818 6,717,436 +16.6 7 


Group Total $ 39,264,381 $ 35,107,289 +11.8 $ 304,585,384 $ 290,977,258 4) 
Mail Order 

tSears, Roebuck $ 79,025,580 $ 63,597,518 +24.3 $ 519,696,259 $ 458,250,272 134 

Spiegel ...... ee. 3,061,610 2,421,623 +26.4 19,466,502 17,973 546 33 

tMontgomery Ward ... 52,208,040 47,443,410 +10.0 332,507,586  349:785'39) 


Group Te 

Drug Che 
1Crown 
Peoples 
Walgreen 


Group Tc 
Variety ai 
Butler Bros 
Consolidate 
*Diana Stor 
agg S} 
ison ros 
Fishman, WN BUSINESS REPLY 
Grant, W. -L& 


a; 

i | 

cm; 

tGreen, H First Class Permit No. 95, Sec. 510, P R., Chicago, Ill. ==. 
tinterstate aa 
amg | 

ee | 

cr; 

= 

et 

ar 


Kresge, S. 
Kress, S. F 
Lane Bryant 


Meera Advertising Age 
tMcLellan 
100 East Ohio Street 


Murphy, G. 
Chicago 11, Illinois 


Neisner Bro 
Newberry, . 
Penny, J. C 
Western Au 
Woolworth, 


Group To 
$370,562,329 $ 327,922,807 +13.0 $2,661! 000,804 $2,545 346,537 


+ 
os 
iw 


Combined Total 


tSeven month period. 
*Not included in totals. 
Eleven month period. 


— 
ARE THE 
Department Stores 
of the Masses... 


These stores handle over 30,000 different items popularly priced, 
from 5c to $5.00 and over, to meet the needs of the masses. No 
matter what size city, town, or village you go into, the syndicate 
variety stores get the traffic. 

Many of these stores do over a million dollar annual volume. 

In the 5000 odd stores comprising the big 10 group the average 
annual volume per store is over $275,000.00. In this important 
group of stores alone, which did a volume of $1,341,376,361 in 1943, 
The Merchandiser gives you a coverage of nearly 12,000 key people. 

A mass distribution market efficiently geared to handle post-war 
mass production. , 

Don’t overlook this tremendous market in your 


POST-WAR PLANS! 


The “Merchandiser” 


A highly specialized medium cater- 
ing exclusively to the 5 & 10 to $1.00 
My and up syndicate variety stores. 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
| you've been overlooking the 7-billions 
| spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 
| these spending millions at a cost so low 
| it's a shock. Drop a line to Interstate 
| United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we'll 
send you some startling, profit-revealing 
facts. 


CHAIN STORE 


185 Madison Avenue 
New York 16, N. Y. 


612 No. Michigan Avenue 
Chicago 11, ILL. 


= 
E MILLIONS 
| 


onc Editorially slanted to the problems 
and interests of the store managers 
and their assistants, who do the day- 
= in and day-out ordering of merchan- 
= dise for this approximately two billion 
a ste dollar market. 
Total MERCHANDISE-OR- 
= _ DERING circulation 16,514 key 
ye i Ro people in 8300 stores. 


j 
’ 


Largest audited circulation in the field 


The Magazine of 


THE " a 1 0” MARKET 


SYNDICATE STORE MERCHANDISER uy 
—— 79 Madison Ave., New York 16, N. Y. : 


end 
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\ GE MAZDA LAMPS 


GENERAL @ ELECTRIC 


PRODUCT PREFERENCE—In a new 
magazine series, General Electric Co. 
points preference for Mazda lamps 
with illustrations demonstrating that 
"There's always one!" 


6-£ Plays Safe 
in Its Lighting 
Suggestion Series 


No Investigations 
Made on Patent 
Situations, It Says 


Cleveland, Sept. 12.—To avoid 
entanglement in any litigation 
over patents on architectural de- 
signs and construction, General 
Electric Company has added a 
specia! line explaining its position 
in its campaign in magazines and 
trade publications featuring post- 
war lighting suggestions. 

In an italic paragraph, G-E 
says: “No investigation has been 
made by General Electric Com- 
pany regarding the patent situa- 
tion on the design or construction 
suggestions shown in the above 
architectural sketches.” 

The step is merely a precau- 
tionary measure, G-E officials said, 
since it is possible that someone 
else may have had the same idea 


presented -in the General Electric |, 


sketches, 

The series of advertisements 
leatures the General Electric lamp 
department’s “architectural design 
rogram” to promote better post- 

ar lighting. The company’s light- 
ng equipment promotion commit- 
lee commissioned 10 leading archi- 
‘ects and industrial designers to 

sualize the lighting effect each 
uld consider best for an interior. 
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They were asked not to design| ties and others has been excellent,|show preferences — such 


|plaining that it is continuing to In a_separate consumer cam- lar soldier, the baseball idol 
follow its policy of cooperating | paign, General Electric has started| young fans, etc. Basic copy re-| advertising. 
| with the fixture manufacturer—j;a new product preference story | 
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) as the|;mains the same each month. 
actual fixtures, however, G-E ex-| the company said. preference of a girl for a particu-| Foster & Davies, 


Cleveland, 


of | handles the G-E lamp department 


| not competing with him. |for its Mazda lamps. The sched- | 
ule includes full-page ads in 
Show Many Designs |Hygeia, Liberty, Life, Look, The | 


| The stwar lighting perspec- | Saturday Evening Post and True | W 
tives Fe designs for food, drug Story, with smaller space in The | 
‘and department stores, office and Amer-can Weekly and This Week | 
‘home lighting, and copy invites | Magazine. : | 
readers to send in for booklets| Theme of the copy is “There's | 
containing the plans in greater| always one... and in lamps it’s | R 
detail. Response from equipment|G-E!” Art work makes use of 
manufacturers, distributors, utili-| human interest illustrations to 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


Great Travelers of Yesterday 
JONAH (A long, long time ago) 


Had TIME been published ’way back in the parable days, these _—_ gentry of Nineveh at his journey’s end. 


belly wanderings through the Mediterranean to the goggle-eyed TIME, as most travelers are today. 


GREAT TRAVELERS OF TODAY 


TIME is the magazine that Pullman car passengers, pre- going places. 


TOPS WITH PEOPLE WHO ARE GOING PLACES 


Warm, wet, woozy-making 
is travel-by-whale 


are the words with which Jonah might have described his whaie- For Jonah would almost surely have been a faithful reader of 


TIME readers travel a lot more than most Americans and can war cruise passengers, people who stop at the-best hotels, 
afford to travel a lot better. If you could see how they live at read and prefer. TIME has been overwhelmingly voted the 
home, you would know what they demand away from home — favorite magazine of top travel agents—the men who arrange 
whether traveling by land, by sea, by air. America’s jaunts and journeys. 
Surveys show, for example, that half of Tim’s family That is why TIME has been the leader in Travel, Resort, 
heads have travelled by plane~have Sown more than two and and Hotel advertising for nine consecutive years (except for 
a half billion snlies clready. one year when it was second). And TIME will be the leader in 


the postwar years—for TIME is tops with Americans who are 
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Tracy, Kent Appointed Collins Radio to McCann 


Babbitt-Barber Asphalt Prod-| Collins Radio Company, Cedar 
ucts, manufacturer of roofing | Rapids, Ia., manufacturer and de- 
asphalts and compounds for indus- |signer of transmitters, transform- 
trial uses, has appointed Tracy, |ers and speech equipment, has ap- 
Kent & Co., New York, to handle| pointed the Chicago office of Mc- 
advertising of its line of roofing|Cann-Erickson to handle its ac- 
and roofing products, known to the| count. Miller Munson is account 
trade as Babbitt-Barber Genasco. | executive. 
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Record Postwar 
Travel Forecast 
by U. S. Agents 


Air Transport 
Figures Heavily in 
Time, Inc., Survey 


New York, Sept. 15.—A postwar 
travel trade such as the United 
States has never known before, 
with many of their prospective 
customers traveling by air, is 
anticipated by the nation’s travel 
agents, whose views were set forth 
today in a new Time, Inc., survey, 
“Tomorrow’s Tourist.” 

Of the travel agents who 
answered the questionnaire sent 
out last March by the Time, Inc., 


Advertising Age, September is 


Service on Postwar Information, 


80% believe that Americans will 
engage in more foreign travel 


after the war while 71% believe 
domestic travel will be on a 
greater scale than in prewar years, 
Nine per cent believe foreign 
travel will be about the same as 
prewar; 15% hold that domestic 
travel will be about the same. 

Only 5% believe postwar for- 
eign travel will fall below prewar 
levels, and only 4% expect do- 
mestic travel to be less. 

The report is based on 401 
filled-out questionnaires, or 39% 
of the total sent out to 1,038 travel 
agents. Fifteen per cent of the 
agents replying had gone out of 
business since 1939 and of these 
68% plan to return to this field. 


See Extensive Air Travel 


Of the agents who responded, 
11% believe at least half of their 
postwar customers will travel by 
air. Thirty-six per cent reduced 
this estimate to one-fourth, while 
29% feel that one-tenth of their 
tourists will travel by air. Air- 
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VE we first considered using The 
ee Rotarian,” writes Mr. Strain, “the analysis of 
its circulation, as prepared by our advertising 


“Our advertising in The ROTARIAN 


is a sound investment” 


Walter Strain is Vice-President in Charge of Sales of Davidson 


Manufacturing Corporation, 


Chicago, manufacturers of 


Davidson Dual Duplicators and Folding Machines. 


agency, looked almost too good to be true. Busi- 


ness executives with high buying power, many of 


a . them not reached by other executive publications 
be - ... that was exactly the market we were after. But 
_ ... would your publication really prove up? 

a 


“Well, we enjoy giving credit where credit is 
due, and we think it’s due The Rotarian. The 
number of direct inquiries received is most grati- 
fying and, more important, they are coming from 
the type of business leaders we want to reach. 
We are convinced that our advertising in The 
Rotarian is a sound investment.” 


* * * 


Getting the attention of 181,000 business leaders 
is a job that The Rotarian is doing for manufac- 
turers of many nationally known products. What 
The Rotarian is doing for Davidson, Servel, 
Fairbanks-Morse, United Airlines, and others, 
it can do for you... at a surprisingly low cost. 
Remember, these executives . . . presidents, vice- 
presidents, board chairmen, general managers, 
owners, partners... buy and influence buying for 
their businesses, their homes, and their com- 
munity needs. Get the facts . . . today. Write for 
your copy of our latest bulletin, “The Uncovered 


Influence Market.’’ There is no obligation. 
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planes lead on the postwar { S 
to-Mexico route and run a ; 
second for American trave 
South America, the survey 
while on Pacific Island trips 
a third of the agents exp: 
steamship - plane combinat 

handle tourist traffic. Most 

travel agents who antici): 


high percentage of air tr. aley. 
qualify their expectations wis, 
reference to the necessity of Joy. 
ered fares. 

Travel agents give the ra lroag 
a prominent spot in estimate; 
tourist travel to Mexico, wit! 43¢ 
of them believing it will be i, 
most widely used carrier b, peo. 
ple of fairly comfortable circum, 
stances. And, despite bullish ta); 
of air travel, the steamship ic sti) 


in the minds of most travel a» 
the leading tourist transpori. th, 
survey discloses. 

“Many agents,” it exp! 
“have customers who are wai 


tourist concern. For the touris 
who has saved for a bang-up va. 
cation, as opposed to the sightsee, 
or business traveler, a ship is stil] 
the way. Travel agents put steam. 
ships first on all questionnaire 
routes except U. S. to Mexico,” 


Plan Helicopter Service 


Most outstanding postwar plan 
of motor bus operators, now oper- 
ating a capacity business, is the 
helicopter service which would 
link outlying towns with major 
cities along established bus routes. 
Applications for such service. 
however, may not be acted on by 
the Civil Aeronautics Board unt] 
the helicopter is proved practical 
for commercial transportation. 

Wartime restrictions on foreign 
travel have poured an overflow of 
travelers back upon the U. S. and 
have helped convince many agents 
that “the domestic field is ripe for 
postwar harvesting,” the survey 
points out. “Agencies which be- 
fore the war handled exclusively 
foreign trade are experiencing a 
new type of business—the short- 
distance - but - frequent - tri 
customer who is proving surpris- 
ingly profitable. How this dura- 
tion clientele will stand up after 
the war is not known. But there 
are agents who, on the basis of 
this new experience, plan to con- 
centrate on the domestic areas.” 

In addition, travel agents do no! 
believe overseas facilities will be 
available to the general publi 
until months or even years after 
Allied victory. These agents pul 
South America at the top in post- 
war tourist appeal, however, and 
it is possible that passenger routes 
to the southern continent may be 
ready before complete reconver- 
sion to peace. 


Britain Holds Interest 


Other popular spots on the post 
war travel horizon include thé 
British Isles, Mexico, Alcan High 


way, Italy, Pan American Highway 
France, Russia, and—with only 7 


to 104 travel agent votes—Aus 
tralia, the Pacific Isles, Nort 
Africa and Germany. 

Postwar foreign travel, ccord 
ing to informed opinion, w |! eve! 
Chemicals Jia edin 

the Buffalo area have an over 

age annual value of mor: thon 
$117,671,000, making ti » the 
world’s largest electro-ch: nico! 
center. This is but one «° the 
| diversified industries that vo" 
antee Buffalo to be o ; te"! 
present and post-war m ‘kel. 
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utshine domestic tourism. 
er, many agents would 
see a greater domestic 

which they say they 
ip develop with the coop- 
of transportation opera- 
. study declares. “But if, 
‘rue in prewar days, for- 
‘tries continue to outplay 
operators with high agent 
ons, the foreign balance 

trade will, in all prob- 
e reestablished. As one 
‘ent put it: ‘The cus- 
es where the agent de- 


BIC 


fomest 
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Trav‘ 


‘ome 

a | agents believe that the 

fom: ¢ travel business has vast 
~ Mentou.c cd markets. Granted the 
[eight ogent-operator setup, they 
 Mbelic.c more of the many tourist 

bollars could be spent in Amer- 


a.” : 
Trovel agents believe the great- 
, for a postwar travel boom 


st pu ; 

jl] come from “increased world 
mteres!,” With wartime savings, 
ystomer inquiries, air transporta- 


oifmion, expanding business opera- 
‘nifions, and more leisure time fol- 
Mowing in that order. 


®[ROWELL-COLLIER SURVEYS 
‘| MPOSTWAR MARKETS 


m- New York, Sept. 13. — Three 
imes as many people will use the 
bostwar airways as have done so 
m the past, it is indicated in a 
tudy, ““Tomorrow’s Customers for 
lanfviation,” released this week by 
er-MProwell-Collier Publishing Com- 
theMany. While airline expansion 
uldeems certain, the survey empha- 
jorfizes the major importance of the 
rivate plane, which represents 
he unknown “and potentially the 
reatest market for the industry.” 
The study is based on inter- 
iews with 2,000 civilians from the 
pper 50% of the urban population 
1 terms of income and standard 
{if living, and with a group of 500 
diirmy and Navy flyers. 

Ss Women show more recent in- 
‘Hrease in use of air travel than 
en, the researchers found, with 
-fhore than half of the women who 
ave flown having made their in- 
ial trips in the last five years. 
nly 23% of the people inter- 
DMiewed had traveled on airlines in 
‘is-™he past, but 65% expect to in the 
ira-Miture, including 68% of the men 
ifterind 62% of the women. 


s of Many Want Planes 


Among civilians who have never 
_fgloted a plane, 39% want to 
Ros arn to flY—46% of the men and 

~. of the women. Of youths in 


tie ie 18 to 24-year-old classification, 
Netm’, want to learn to fly, compared 
PU@ith 12% among those over 55 
Os\mars. Degree of interest in own- 
ano@e a personal plane ranges from 
~ who plan to buy an airplane 
y “fe, before any other major pur- 
Ve'-Hhase, to 48% who expressed a 
sire to own a postwar plane or 
copter, 
fg Sghty-five per cent of the Army 
0sMimd Navy flyers said they wanted 
"GM plane of their own after the war, 
igh: 4 an additional 6% interested 
WaY@imder favorable circumstances. 
Y “Hew of the pilots interviewed, 
Aus@bwever, had seen actual combat. 


jor Concerning type of plane, 78% 
he military flyers and 31% of 
the fixed-wing 


Villans 


prefer 


SELL.NG NEW HAVEN'S 
- WAR WORKERS 


rnal-Courier goes into war 
by the thousands daily — 
Opy read by many, and 
on from shift to shift — 
py working 24 hours daily 
3 you coverage of today's 
nding customers 

readers daily! 


* *% THE * * 
NE’) HAVEN, CONN. 


JO! RNAL-COURIER 


—~S 


-tising Age, September 18, 1944 


type of plane; 11% of the military 
and 39% of the civilians prefer 
the roadable plane (combination 
auto and plane); and 8% of the 
military and 26% of civilians pre- 
fer the helicopter. Half the civil- 
ians who set a figure are willing 
to pay $1,500 or more for a plane, 
with the military expecting to pay 
more, generally, than civilians. 


INVESTMENT HOUSE 
PROMOTES ‘AIRLINES’ 


New York, Sept. 12.—Merrill 
Lynch, Pierce, Fenner & Beane, in- 
vestment counsel, is advertising 
the newly-published survey, “Air- 
lines — 1944,” with 110-line on 
three column ads in the 85 cities 
where the firm has branch offices. 
The survey is one of a series 
analyzing America’s basic indus- 
tries which Merrill Lynch is issu- 
ing. 


today coincidentally with an- 
nouncement by four of the major 
airlines of their purchase from 
Douglas Aircraft of 108 transports 
for postwar coast-to-coast travel. 
Timely copy in the Merrill Lynch 
ad queries: “Do you know that 
the airlines of the U. S. A. are 
finding time, in the midst of doing 
a spectacular war job, to prepare 
for peace at a pace equaled by 
few other industries?” 

The booklet analyzes 18 leading 
airline companies as to history and 
financial standing. Copy was 
placed by Albert Frank-Guenther 
Law, New York. 


Manion Directs Sales 
John E. Manion, previously sales 
manager of Respro, Inc., Cranston, 
R. I. has been appointed sales 
manager of United Lace & Braid 
Company, Cranston, succeeding 


Ads offering the booklet broke! the late James A. Smith. 
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Two Join N. W. Ayer ,Jean E. MacLatchie, recently copy 

Kennet R. McMath, formerly|@nd radio writer for the 5th War 
with Duane Jones Company, New|Loan drive and formerly with 
York, has joined the business de-|Ivey & Ellington, Inc., Philadel- 
velopment department of N. W.|phia. has joined the copy depart- 
Ayer & Son,* Inc., Philadelphia. ment. 
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The privilege of distributing 
The American Weekly and Puck 
—The Comic Weekly, produced 
by the Hearst organization, has 
been transferred from the 
Atlanta Journal to The Atlanta 
Constitution to take place on or 


about January 1, 1945. 


American Weekly, Inc. 
959 Eighth Avenue, New York 19, N. Y. 
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Co-ops Continue 
to Push Grade 
Label Program 


Chicago, Sept. 12.— Regardless 
of the outcome of the current fight 
over U. S. grade standards for 
food, consumer cooperatives in- 
tend to continue their program of 
using A, B and C grade labels on 
Co-op canned products, according 


@ @ @ the source of daily 
business news ... the pref- 
erence of management men 
@ @ @ jn the greatest indus- 
trial area—the central west. 


to Hugh E. Bogardus, chairman of 
the grocery committee of National | 
Cooperatives, Inc. 

Grade standards established by 
the Agricultural Marketing Serv- 
ice of the Department of Agricul- 
ture, and which the OPA seeks to 
use as the basis for pricing the 
1944 canned fruit and vegetable 
pack—but not in connection with 
labeling —cover the majority of 
canned fruits and vegetables dis- 
tributed with the Co-op label, Mr. 
Bogardus said. His committee, 
made up of buyers for regional 
cooperative wholesales, continu- 
ally seeks better values for con- 
sumers, he added, and “the use of 
government A-B-C grade labeling 
has helped immeasurably toward 
that goal.” 

“We will continue in our at- 
tempts to obtain as much mer- 
chandise as possible carrying the 
grade labeling as we can find in 
the market regardless of what 
happens to OPA as a result of the 
anti - consumer pressure groups,” 
he declared. 

Approximately 1,000 food stores 
in the country participate in the 
grade labeling program of Na- 


tional Cooperative, he said. 


HANDY DEVICE—This 


waste 
salvage reminder is a rubber stamp 
which is being used widely by the 


paper 


Philadelphia Waste Paper 


Committee. 


Salvage 


Joins McDonald & Co. 


Hugh E. Ryan, formerly with 
the war finance committee, U. S. 
Treasury department, has joined 
Roy M. McDonald & Co., publish- 
ers’ representative, at San Fran- 
cisco. 


Heads G-E Sales Div. 


Willard V. Merrihue has been ap- 
pointed manager of the advertising 
and sales promotion division of the 
apparatus department of General 
Electric Company, Schenectady, 
ae A 


the most all-inclusive service in the industry, 
consisting of a complete line of machinery, 
parts and supplies available through conven- 
ient, well stocked stores which are serviced 


in the field by thoroughly experienced men. 


L 
World’s largest 


is one of the 


Toledo's 


‘ 


manufacturers and 


distributors of oil well equipment 


National Supply provides for oil operators Established in Toledo 40-odd years ago to 
serve the neighboring oil-producing district, 


National Supply, now international in scope, 


strong manufacturing com- 


panies which lend continuing stability to 


diversified 


industrial activities. 


... and this is the TOLEDO BLADE 


Just as National Supply has been a vital part of Toledo's industrial 
life for many years, so The Blade has been an integral part of the 


city’s life since it was established more than a century ago . 


.. The 


interest of its readers has been a constantly growing inter- 
est, for today there is a Blade for every Toledo home. 


TOLEDO BLAD 


"Que of Amerton’s Great New 


“REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


‘Vast Improvements in 
Marketing Techniques Seen 


Advertising Age, September } 


conse 
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How Business and Industry Are Preparing for a Peacetime W. | 


Marketing of a caliber beyond 
anything hitherto seen in this 
country, to achieve the consump- 
tion necessary for full employ- 
ment, is the theme of a study of 
postwar marketing problems, pub- 
lished by the Bankers Trust Com- 
pany, New York. The study was 
written by T. G. MacGowan, man- 
ager of marketing research for the 
Firestone Tire & Rubber Company. 

Dividing the postwar period into 
three phases—reconversion, boom 
and leveling off of economy—the 
report points out that the latter’s 
success depends on the distributive 
efficiency developed in the first 
two periods. 

To illustrate marketing changes 
which have occurred and which 
might prevail postwar, the report 
cites a study by the Bureau of 
Census, based on ration books, 
which shows a marked trend of 
buying power during the war 
toward medium-large cities. 

The Pacific Coast will probably 
retain a good proportion of its new 
workers, the report declares. Next 
to the Pacific Coast, the South 
Atlantic states have fared best. 
The war will have the effect of 
hastening the permanent indus- 
trialization of states along the 
southern seaboard. 

The American’s postwar buying 
will be of better foods, vitamins 
and medical preparations, cos- 
metics, toilet articles, home deco- 
rative articles and wearing ap- 
parel; medical men and nurses and 
beauticians will be in great de- 
mand, recreational facilities will 
prosper, including hotels and means 
of travel; in the whole consumers’ 
durable field, the effect of accumu- 
lated demand will be added to the 
effect of a rising economic level 
and a rising standard of living, 


operating in the early stages post- 


war. Those durables most 
will be automobiles, hom 
ances, floor 
radios, clocks and 
jewelry, silverware, lugga 
cycles, etc. 
spot,” the study asserts, ‘ 
many of 
items, including, 
home repairs and persona] ¢; 

Declaring there will be on) 


slight changes in the channels ¢ 
war, M 


distribution after the 
MacGowan says, “There | 


vigorous competition for new a 


tail outlets after the war. 
number of retailers 


and as new productive 
appear.” 
The report asserts, 


uct as the starting point 


products from the standpoint 


LOOK IT UP in 
the MARKET DATA BOOK! 


* 

CONSUMER MARKETS EDITION 
* 

BUSINESS PUBLICATIONS EDITION 


coverings, ao 
Wa hes 


“Tires will be a brio 


the so-called  seryjq, 
besides ‘raya! 


rise an 
goods come back on the marke 
Tactop 


“There j 
every reason to regard the prog. 
‘tlh any 
study of postwar marketing { 
the individual manufacturing com, 
pany. There is a great need { 
new products and better one; 
There is also a need to survey olf 
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SHREVEPORT, LOUISIAN ‘+ 
THE BRANHAM CO. 
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son cost, price, packaging 
yer acceptances.” 


onnecticut State Develop- 
mmission, in cooperation 
New England Council, 
a survey during the 
ay period among guests 
the state’s vacation re- 
determine wartime and 
vay vacation preferences 
 ¢his summer’s visitors in 
ut. Cartoon illustrated 
aires, concerning past 
and plans for postwar 

rip ‘e provided, with return 


T) estions sought answers to 
he wing queries: where the 
ves; why he came to Con- 
sect for his vacation; what 
ype | .ccommodation he prefers; 
“hat types of recreation he and 
ly desire; whether he pre- 
ers tne American or European 
sar hether he is likely to re- 
urn ) Coma for his vaca- 
ion next year; his preference be- 
ween a long vacation and several 
hor t ne inquiries about his 
noice of postwar modes of travel; 


bnd |W hether he is thinking of 
uying property in Connecticut. 
ce was also provided for the 
puest to comment on the things 
e likes or does not like about the 
tate, 
* * 


A preiieaat of a vastly ex- 
sanded postwar market for canned 
heats in America and elsewhere, 
s supported by surveys made by 
he American Can Company, ac- 
rding to W. C. Stolk, its vice- 
resident. 

Wartime packing for the armed 
orces of America and her allies, 
vhich will create huge demands 
nfter the war in domestic markets, 
s the basis for his contention. 
s an example, Mr. Stolk cited 
‘Tushonka,” a highly seasoned 
pork product packed for the Rus- 
ians. Modified to suit American 
aste, he believes there will be a 
vide American market for it. 
Another product, virtually un- 
cnown to American housewives, 
he said, will be canned sliced 
bacon, which has been packed in 
b4-ounce containers for the armed 
ervices. The packing of sliced 
acon in smaller cans, possibly 
f-ounce and 8-ounce tins, more in 
ine with the buying habits of 
merican women, is under con- 
ideration. 

Canned beef and gravy, canned 
ork and gravy, canned meat 
tews, some of them similar to 
he “C” ration, will constitute de- 
elopments from pioneering done 
n the prewar years. There is 
uso a strong feeling that luncheon 
heats will be more popular, while 
Ne popularity of canned whole 
ams, developed to eliminate 
eeping them under refrigeration, 
will greatly increase. 

No alarm is expressed over the 
ives of servicemen at certain bat- 
front rations. The same _ re- 
harks were made during the last 
ir When the fare was “goldfish,” 
et following the conflict, sales in- 
teases in canned salmon and 


f corned beef were phenom- 
pal. 


There is also a belief that as a 
‘sult of lend-lease, distribution of 
® canned products in foreign 


harkets will be added to the 
‘arsed domestic markets in the 
stwar years, 

a6 * * 


0. F. Mossberg & Sons, firearms 


Want to 
GO WEST, YOUNG MAN? 


younger advertising man 
ould like to live in the great 
vest, possibly for the health 
» or children, or just for 
pleasure in living, might 
) excellent opportunity with 
| but recognized agency 
‘perience, standing and a 
ariety of business. 


an may be in the West 
but he should like variety, 
atile, know how to plan and 
‘ printed material, be able 
° ate and handle business, 
: ve ambition to show what 
‘ 1 do. Confidential corre- 
nce is invited, 


75, ADVERTISING AGE, 
Ohio Street, Chicago 11, Ill. 
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manufacturer of New Haven, 
Conn., has a soldier’s bonus plan 
already working. Eight ex-sol- 
diers have received bonds and 
cash from their former employer 
thus far; 97 more are expected to 
start back into civilian life with 
money saved by the company for 
them. 

One former employe, Para- 
trooper Tech. Sgt. John Dowling, 
New Haven, was presented with 
four $100 Series G bonds and $57 
in cash which accrued during his 
more than two years in the Army. 

Mossberg’s plan works this way: 
a base payment of $10 for every 
six months or less employment 
with the company, plus another 
dollar for every year, is deposited 
each month to the individual serv- 
iceman’s account. At Christmas a 
$50 bonus is added. With each 
accumulated $100 a series G bond, 
which pays twice yearly dividends, 


is bought in the  serviceman’s 
name. Thus, the longer a man is 
in service, the more his Mossberg 
bonus will be. 


Gets Ribbon Account 


Moss & Arnold Company, New 
York, has been appointed adver- 
tising and public relations counsel 
for Taffel Bros., Inc., New York, 
distributor of ribbons for mer- 
chandising, packaging and display 
purposes. Trade publications and 
direct mail will be used. 


Boyer Charged With 
Misleading Ad Copy 
Charging that its advertising 
was misleading and its packages 
sent in interstate shipments mis- 
branded, a criminal information 
against Boyer Chemical Labora- 


tory Company, Chicago, has been 
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filed in federal court. | watch ’em die’. The government 

The bill said that Boyer’s Kill-| also charged that the firm’s ant 
’Em-All fly killer liquid was not/ killer did not contain ingredients 
lethal to the ordinary house fly,| described on the package, and that 
and objected to advertising copy|a “one-pound” package of moth 
which said “Shoot it at ‘em and| crystals weighed less than a pound. 


€ il SPECIALIZED Pap, 


CABC > 
PUBLISHED FOR BUYERS at 1170 BROADWAY, N.Y. 


TRUNK-MURDERER’S VICTIM 


A PASSENGER OR FREIGHT? 


This is an offshoot of the case last spring wherein a 


certain Chicagoan butchered his strip-tease wife, and 


shipped her body in a trunk to the West Coast. As you 


may recall, the police over half the nation were in a 


sweat until the fleeing Chicagoan was nabbed down in 


Texas. Returned to the Windy City, he now faces trial. 


We couldn’t check this, but the tale is that the rail- 


road officials are demanding more cash for transpor- 


tation of the trunk. They argue that it did not contain 


clothing, books, or anything like that — instead it was 


occupied by a human 


being. A human being is not 


allowed to travel as freight, of course, so the rail- 


road’s bill collector is busily putting the bite on the 


murderer for the price of a first-class ticket for his victim. 


This anecdote is culled from “The Third Degree”, a 
monthly column in a magazine of the Dell Detective 
Group, devoted to oddities in the world of crime and 
law enforcement. This column is more than entertain- 
ment to readers of the Dell Detective Group; it poses 
a series of strong challenges to their hobbyist’s knowl- 
edge of crime detection technique. 

This hobby interest cuts across all age, economic and 
social levels. It gives the Dell Detective Group a reader- 
ship that is a cross section of the urban male population. 
Place these nearly three million readers nigh on your 


1945 schedule for any man-appeal product! 


DELL DETECTIVE GROUP 


DELL PUBLISHING COMPANY, INC., 1 


World's largest 
Agatha Christie, 


Rex Strout, Helen Reilly, 


publisher of fact-detective magazines—and detective 
Carter Dixon, 


{9 Madison Avenue, New York 16, 


books, 


Ellery Queen and other noted writers 


mystery featuring 
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| Republicans Purchase 


More Network Time 


| Further broadcasts on the four 
|major networks following the 
|opening of the Republican Na- 
tional Committee campaign for 
Thomas E. Dewey and John W. 
Bricker have been announced. 

Sept. 18 and 19, Dewey will 
speak 10:30-11 p. m., EWT, on 
CBS from Seattle and NBC from 
Portland, respectively. Sept. 20, 
Bricker will speak on the Blue 
from Baltimore, 10-10:30 p. m., 
the time being contributed. NBC 
carries the next two Dewey talks, 
Sept. 21 from San Francisco and 
Sept. 22 from Los Angeles, both 
11-11:30 p. m., EWT. 


Sell it with MOSS | 
PHOTOS } 


1,000 lots. We order too 
small or large. Postcards, 
2c. We photograph every- 
thing. 
Super special: 30x40 
giant blowups, mount- 
ed on heavy board, 
$2.45 each in lots of 10. 
Write for free samples, 
Moss PHOTO 
155 W. 46th St., N. Y. C 


Steele Joins C. D. Frey 


D. H. Steele, recently returned 
from a year’s assignment for the 
State Department in Spain, has 
joined the staff of Charles Daniel 
| Frey Advertising Agency, Chicago. 
He was executive vice-president 
of Wilson Brothers, Chicago manu- 
facturer of men’s furnishings, for 
21 years. 


rice list. A. 
SERVICE 
. 19, BRyant 9-8482 


Litho Foundation Elects 
Platt Educational Head 


Harry Platt of Sackett & Wil- 
helms Lithographing Corporation, 
New York, has been elected chair- 
man of the national educational 
committee of Lithographic Techni- 
cal Foundation. Committee is mak- 
ing plans whereby full time daily 
and evening, and part-time day- 
time courses—both in-plant and 
home study—will be available 
throughout the country to return- 
ing veterans and civilian em- 
ployees. Where students are avail- 
able, courses in photography for 
offset, plate making, and press op- 
eration will begin this month. All 
courses will be under way by 
January 1. 


Bresson Joins Ellis 

Eugene L. Bresson, radio pro- 
ducer and supervisor for Young & 
Rubicam, New York, has been 
appointed radio director of Sher- 
man K. Ellis & Co., New York. 
Well known in radio for the past 
20 years, Mr. Bresson until 1941 
was head of Empire Broadcasting 


Corporation, program producer. 


AMERICAN 
SOCIETY OF 


eee and a monthly forum for 
professional discussions on construction projects and 
procedures relating to their common interests in CIVIL 


ENGINEERING. 


Here they are at home—relaxed— physically off the job— 
but mentally attentive and approachable on any matters 
pertaining to their needs and responsibilities. Here is the 
place to tell your story where it will be most appreciated 
—where you will be assured of a more responsive audience. 


In planning your equipment campaign, place CIVIL 
ENGINEERING high on your list of publications. 
@ Remember you reach a top-flight audience of 19,000 


construction specialists in their personal magazine. Our 
representative will be glad to furnish you with other im- 


portant facts. 


New York 18, N. Y.— 33 W. 39th St. 
Chicago 6, Ill_— 205 W. Wacker Drive 
Los Angeles 13, Calif.— 832 W. 5th St. 


Sell the Man 


CIVIL ENGINEERING 


PUBLISHED FC2 AND BY THE AMERICAN SOCIETY OF CIVIL ENGINEERS | T. Spencer Knight of Royal Crest Sterling Co. . . 


Project through 


a For Detailed 
Reference Data 


THE MARKET 
DATA BOOK 


Business 
Publications 
Edition 


RESPONSIBLE for the 
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Radio has chalked up a “first” in London. Ed. R. Murrow | (p¢ 
has been elected pres. of Assn. of American Corresponden: there if 
for the coming year, making the occasion the first time © paq,, Mee 
broadcaster has held the post. Other officers elected are G iffrey Mee} 
Parsons Jr. of the N. Y. Herald Tribune, v.p.; Clifford L. Da, yp . 
secy., and Charles A. Smith, International News Service, tren . | sr 
Grolier Society, publisher of “Book of Knowledge,” honored !fary Be sag 
C. Palmer, honorary v.p., on Aug. 14 for his 50th anniversary wig, MR): 
publishing, 40 of which have been with the society. . . Order of ty MR Co 
Sept. 4 Revolution, given for fair and impartial coverage .f ty.{per'-© 
revolt of Cuban Army sergeants and privates in ’33, was awardee! 
3 CBSers recently by President Fulgencio Batista: Edmund 4 pnd | 
Chester, director of Latin American Relations, former AP Lat, 5 re 
American chief; Lawrence S. Haas, director of shortwave news, pre. - ne 
viously mgr. of U.P.’s Caribbean div. and Alex Garcia, network coy. Mos. 
respondent in Havana, formerly asst. to Haas at UP... etail 
Will C. Braun, business manager of the American Medica! Aggo. pe?! 


ciation’s famous Journal, is circulating an 8-page booklet in whig 
he does justice to his companions on a recent fishing trip to Lake. 
of-the-Woods. The only per- 
sonal advertisement is his mod- 
est statement, “I caught my 
quota.” .. 

Northam Warren Jr., vice- 
president of Northam Warren 


0m} 

erm, 

am Cr 
wo-yee 
Hirector 
bear, O' 
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jiding | 
cers @ 


Corp., and formerly sales man- an Ass 
ager, has been promoted to the ley 
rank of major with the field ertisin 
artillery, Ft. Benning, Ga. . . Rent, ar 
Mrs. Philomena Eichhorn, in Directo! 
the market research depart- wen B 

etailnec 


ment of the Kroger Grocery 
& Baking Company, Cincin- 
nati, was hospitalized in Louis- 
ville, Ky., Aug. 31, following 
an auto accident. . . 

John Hartman, director of 
the Poor Richard Club’s 
Charles Morris Price School of 
Advertising and Journalism, 
Philadelphia, is the first man 


CITATION—Capt. Edward Roeder Jr, 
formerly New England representativ 
of Popular Science, one of the fev 
Army men to teceive a Navy citation 


from the ranks of the U.S.C.G. has been decorated for his part in act. cena 
Volunteer Port Security Force jing as "reinforcements" for the Me age 
to be promoted to the rank of ines on Guadalcanal, Tulagi, Gavaty hat th 
lieutenant commander. .. Tanambogo, and Florida, British Solo BP anada 
Arthur Klein, 10-year-old son mon Islands, where he “successfully Be ook-—d 
of Philip Klein, Philadelphia executed forced landing assaults against BRoys {, 
adman, is rapidly recovering @ number of strongly defended Japan- Bhonditu 


from a polio attack which para- °8¢ Positions . . . completely routingHyo oo 


lyzed his throat. . . all enemy forces and seizing 9 most MB ctimat 

A cocktail party was given valuable base and air field. vagazir 
Sept. 6 at the Hollywood Knickerbocker Hotel by employes of thefi. The } 
Blue Network western division for Don Gilman, vice-president of ae 
the division, who is off to new fields. . . Harold E. Smith, general ortanc 
manager of Station WOKO and WABY, Albany, N. Y., now sports: a fac 
a service bar for 2,000 hours flying with the Civil Air Patrol. . Bards c 


rs to t 
omen 
iforma 


Pvt. Harold Marshall, head of the New York agency of the same 
name, has published a booklet, “All is not Bliss in Texas,” describing 
in cartoon and copy his reaction to military training at Fort Bliss, 


Tex. . . Mitchell B. DeGroot Jr., publicity director of Station" : 
WCAE, Pittsburgh, and Louise Bloch of Chicago, were married infMnjly 
the home of the bride, Sept. 9. They will live in Pittsburgh. } 

« ohn R. Wood, sales manager of “March of Time,” and Mrs. Wo04, bins | 
are the parents of a third daughter, Valerie Joan, born recently a es 


Greenwich Hospital, Greenwich, Conn. . . Albert Gibney, forme 
asst. sales pro. mgr. of Strathmore Paper Company, has beet 
assigned as first lieutenant to a new destroyer escort, USS 
Jaccard (DE 355)... 


mestigat 
f Inve 
efore 


epartn 

Fairfax Cone of Foote, Cone & Belding, Chicago, gave a cocktail Mazor ( 
party for Hedda Hopper at the Drake Hotel, Sept. 6. . . J. V. Gil- May Oi 
mour, v.p. of Roche, Williams & Cleary, Chicago, authored ‘“Rail- eo: 
ce=pre 


road Plans for Tomorrow” in the September issue of Trains. The 
article deals with a fictitious railroad, and what it will do to meet 
postwar competition. . . George W. Wood, editor of the Dail, Su" 
Lewiston, Me., for 46 years, observed his 90th birthday recently 
He is active president of the company which publishes the Su" 
and Lewiston Evening Journal. . . 

Members of the ad fraternity who have been receiving copies 
of that series of letters from ‘‘Put”—Lt. Col. Russell L. Putman, 
peacetime publisher of Food Preview and Chemical Preview-—havé 
been enjoying his keen observations on what he sees, and where 
They began last December, when he was in the Middle Ea’ t, and 
a mere major. . 

Capt. Martin Forman, former assistant ad mgr. of Nevi 
Co., Philadelphia chain, is back from 18 months of duty in 
during which he was on 109 missions, amassed a total of 489 flyiné 
hours, and was awarded the DFC with oak leaf clusters. 
arrival he called Louise Menken of Phila., they met at La G 
Field, N. Y., were married and left for an At'antic City hone ! 
—all on the same day... 

When Harry L. Goldman, sales mgr. of WABY and \ 
Albany, called up Radio Center to tell the Loys about the 
of a new daughter, the Goldmans’ older girl inquired, ‘“Ha\: 
phoned mommy?” .. . Another proud father who’s looki:g @ 
enough cigars to do the thing handsomely is Joseph Schn itt © 
Westheimer & Co., St. Louis. Joanne is the taby’s name. . . 

Ad Club of New York’s new clinic on sales training, part 
club’s advertising and selling course, will be directed by 


Ne whof 
More, 


Evans, v.p. for General Screen Advertising. Already lined " 
lead meetings are F. K. Doscher, sales mgr. of Lily-Tuli) ©? 
Corp.; Herbert Frank of General Foods; Lauren K. Hagaman sales 
promotion & ad mgr., Charles P. Cochrane Co. L. T. White of “it@ 
Service Co.; Nelson Sherriil, sales mgr. of Magnavox Co 4” 
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vin Named Head 
»{ Chicago Reps 


Second Term 


vo, Sept. 14.—A. J. Irvin, 
B. Woodward, Inc., was 
today to serve a second 
.. president of the News- 
Ri — Association 


officers named by the 
epresentatives’ group in- 
juded. Paul V. Elsberry, Scheerer 
(Co, vice-president; G. E. Gil- 
fer: cr John W. Cullen Company, 
ec) toy and assistant treasurer; 
ind F EF. Parsons, Ward-Griffith 
on y, treasurer. 

tors named at the annual 


pile 
i heon meeting today are E. M. 
os per, St. Louis Post-Dispatch, 
et: » -d for a one-year term; Jo- 
eph A Kowalski, John Budd 


‘ompany, retained for a two-year 
erm, and E, F. Corcoran, Bran- 
am Company, elected to a new 
wo-year term. All officers and 
hirectors are to serve for the fiscal 
ear, Oct. 1 to Sept. 30, 1945. 

In line with the practice of di- 
iding election of the various of- 
cers and directors of the Ameri- 
an Association of Newspaper 
epresentatives, Chicago members 
amed J. N. Morency, Hearst Ad- 
ertising Service, as vice-presi- 
ent, and Mr. Parsons as treasurer. 
Directors include: C. A. G. Kui- 
bers, Burke, Kuipers & Mahoney, 
etained for one-year term; J. E. 
utz, John E. Lutz Company, re- 
ained for a two-year term; and 
vy, T. Cresmer, retiring president 
hf AANR, and president of Wil- 
iams, Lawrence & Cresmer, named 
) a three-year term. 


ew Mailing Cards 
ued by ANPA Bureau 


One of the new series of mailing 
ards just released by the Bureau 
bf Advertising, ANPA, points out 
hat the people of the U. S. and 
anada spend $1,716,000 every 
week-day and $3,160,000 on Sun- 
jays for newspapers. Total ex- 
benditures on newspapers in the 
wo countries are greater, it is 
stimated, than for books and 
nagazines combined. 

The new series, part of a con- 
inuing campaign started by the 
bureau in 1941, stresses the im- 
bortance of newspaper advertising 
sa factor in selling papers. Other 
ards call the attention of retail- 
rs to the increased dependence of 
omen on newspapers for wartime 
formation and to the fact that 
ince the war began men have 


ecome an important factor in the 


imily shopping. 


coins Newhoff Agency 


Marx S. Kaufman, a special in- | 
mestigator for the Federal Bureau 


f Investigation since 1942, and 
efore that with the advertising 
epartments of American Safety 
kazor Corporation, New York, and 
lay Oil Burner Corporation, Bal- 
more, Md., has been appointed 
ice~president of Theodore A. 
ewhoff Advertising Agency, Bal- 


more. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN | 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
4 minimum cost you reach 
urban and suburban popula- 
tion, 


“Independent Survey of Providence Bulletia 


-tising Age, September 18, 1944 


SEPTEMBER CANADIAN MAGAZINE LINAGE 


19 44 —_—_,, 719 43—- 
Pages Lines Pages Lines 

Canadian Home Journal.... . 46.3 31,489 42.7 29,027 
tCanadian Homes & Gardens.. : -.- 89.9 26,780 | 32.9 22,086 
RA er Pree ee ~ s+ 408 30,313 ~ 40.8 27,740 
| ree Ee ee eT eee 16,050 9.8 12,773 
pO Tree ate dena Othe ka a 64.9 44,113 57.7 39,238 
PORTE ae Naw dase vidsedss PRE Mae AS Os 47.5 31,917 50.6 $4,031 
National Home Monthly.......... Siktve Shee 23,578 30.3 20,604 
BE NEE) be citdin wi peresiereure ad 8's oe eo eee | 0,294 19.8 13,482 
Revue Moderne, La.............. F Su Bae 15,467 16.8 11,321 

Co i a 240,011 321.2 210,302 

Display, Including Poultry and Livestock in Canadian Farm Magazines 

Country Guide, THE, cies ncissicccsescivess 32.1 23,108 22.5 16,716 
t*Family Herald & Weekly Star: - 

Eastern Edition .......... i olcees. eee 54,882 33.0 32,950 

WENGE. DENONOEE Kio vaccavccscdvasiess 41.9 41,935 27.6 27.56 
Paris @ Manel Weve. o0 bik occ hos, TE 15.353 16.9 12,132 
*Farmer’s Advocate & Home Magazine... 24.5 17,187 22.8 15,967 
pig AT er. Pee eee 36.2 25,350 36.0 25,19 
*Free Press Prairie Farmer.............. 38.4 42,255 23.7 26,031 
t*Western Producer ....... . Ee a cee Lee 20,359 13.5 14,437 

ve ge ee oe Oe ere Cee ee ere re 240,429 196.0 170,989 

*August figures. 

+Five issues 1944; four issues 1943. 

tAug.-Sept. issues combined 1944; Sept.-Oct. issues combined 1943. 


| Joins Roma Wine 


55 


|San Francisco, as home economics 
; counsellor. She was previously 
Anne Director, formerly sales| with J. Walter Thompson Com- 
promotion and publicity manager | pany, San Francisco, and later 
of Station KQW, San Francisco, 'with Raymond Spector Company, 
has joined Roma Wine Company, | New York. 


That a 
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important than ever. 


preety aa merchandising, we are told, will 
come back bigger than ever after the war. 
NERN listeners, we know, will then be more 


That’s because NERN listeners — 6.2% of 
U. S. total population — have bought over 24% 
billion in War Savings Bonds — 7.5% of VU. S. 
total; already have planned 500 million in post- 
war public works projects; have 11% of the 
nation’s capital resources in U. S. banks. 

NERN listeners comprise over 2,164,000 New 
England families. They are NERN listeners 
because NERN puts into their radio sets three 
times the power of any other regional combina- 
tion and gives then NBC’s top-rated programs 
in addition to the most favored local shows. 


You can get NERN listeners to buy your 
boxes for only $312 for a daytime quarter-hour 
at the one-time rate, with free studio facilities 
in New York, Boston, and Hartford — and no 
line charges. When you buy NERN, you buy a 
network. 


NERN STATIONS 


Frequency Watts 

WBZ 1030 50,000 Boston, Mass. 
WCSH 970 5,000 Portland, Maine 
WJAR 920 5,000 Providence, R. I. 

BZ 620 5,000 Bangor, Maine 
WTIC 1080 50,000 Hartford, Conn. 
WFEA 1370 5,000 Manchester, N. H. 
WRDO 1400 250 Augusta, Maine 


Nationally represented by 
WEED & COMPANY 
New York, Boston, Chicago, Detroit, 

San Francisco, Hollywood 


— 
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56 
Name Ad Club Advisers 


Chicago Federated Advertising 
Club has appointed a five-man 
advisory committee of past presi- 


dents. Members are: W. Frank 
McClure, president, Smith, Ben- 
son & McClure; Kenneth Laird, 
Dancer - Fitzgerald - Sample; Elon 


G. Borton, advertising director, La 
Salle Extension University; E. R. 
Richer, advertising director, Hart 
Schaffner & Marx, and Lloyd Max- 
well, first vice - president, Roche, 
Williams & Cleary. 


| INDUSTRIAL Post-War BUILDING 
will total 500 MILLIONS 
ANNUALLY... 


mw 
— 4 CONTROLLED BY 


2% ARCHITECTURAL 


| MEN Who read 


it 


Pencil Points 


The Magazine of Architecture 


tatives Available,” 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and ‘“‘Represen- 
50 cents a line, minimum charge $2. 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO 
MUST BE CLEARED BY 
AUTHORIZED CHANNELS, 


Terms 


PRIORITY 
THE USES 


REFERRALS 
OR OTHER 


| MR. 


8 S. MICHIGAN 


PRESIDENT 


of a hard-hitting organization, do you need personnel in the 
executive bracket (management, sales engineers, advertising 
managers, account executives, copy, etc. ). 
national reservoir of pre-screened men? 


Free booklet “How to Match Men and Jobs” sent on request. 


PERSONNEL CONSULTANTS 
“Matching Men and Jobs” 


(Solid firms seeking sound men only are solicited.) 


Why not tap our 


ANDOVER 3129 


| HELP WANTED 
Assistant Advertising Manager, oper- 
late follow-up system, able to pre- 
| pare copy and layouts, familiar with 
|}industrial advertising. 

Box 5065, ADVERTISING AGE 
| 330 W. 42nd St., New York 18, N. Y. 


| 
| 


SUBSCRIPTION FULFILLMENT 
SUPERVISOR 
Good position now open with na- 
tional magazine, located in Chicago. 
Must know A. B. C. requirements. 
Box 5060, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


A CIRCULATION BONUS FOR YOU 
IN THE MAKING... 


1 See these two in a huddle... an Industrial Dis- 
tributor with one of his salesmen. They’re mapping 
out every move of the salesman’s next trip. Figuring 
out just what plants he’ll visit... just what men he'll 
see to get orders... just what men he'll see to build 


business for the future! 


2 The first executive this distributors’ salesman 
sees, of course, when he goes into a plant is the man 
that’s most important to him, and to you, from the 
standpoint of immediate orders...the man in charge 
of today’s buying. But the business-wise distributors’ 


salesman doesn’t stop there! 


— 
“eee Ste ek : Sethe ; 


SSP as Meee 


4 Guided by the monthly reports of this and more 
than 1200 other industrial distributors’ salesmen, 
MILL & FACTORY is able to control circulation so 
that you get a good “hearing” from executives en- 


gaged in post-war planning as well as a preferred 
“hearing” from the men doing most of industry’s spec- 


ifying and buying right now. 


5 Two birds with a single stone! That’s the bonus 
you get when you advertise in MILL & FACTORY 


circulation, 


3 He also makes a point of seeing and knowing the 
men that are important to him, and to you, in terms 


of the future...the men writing the specifications on 
which tomorrow’s buying will be based. And right 


here is where the circulation bonus for MILL & 


FACTORY advertisers comes in! 


— the magazine that uses industrial distributors’ sales- | 
men, instead of canvassers, to build and maintain | 


Conover-Mast Corporation — 205 East 42nd St., 
New York, 17; 333 North Michigan Ave., Chicago, 1; 
Leader Building, Cleveland, 14. Duncan A. Scott & 
Co., West Coast Representative, Mills Building, San 
Francisco, 4; Pershing Sq. Building, Los Angeles, 13. 


A CONOVER-MAST PUBLICATION 


Advertising Age, September 18 1944 


HELP WANTED 


Major food accounts to $13,000. 
COPY CHIEF 
Agency food exp. to $15,000. 
: COPYWRITER 
Major agency exp. some farm copy 
exp. pref.—Open. 
COPYWRITER, Hse. organ and trade 


paper, lge. agency—Open. 
COPYWRITER—Lege. Chgo. agency 
|} to $10,000. 

| COPYWRITER, Retail with small 


town chain store merchandising exp. 
—Open. 

SALES PROM., Radio set exp. $5,000. 
SALE PROM., Nat’l mag.—Open. 
PROD. MGR., Adv. dept., agency exp. 


—Open. 
SPACE SALES, Exp. Chgo. terr., 
$8,000. 

FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 


HARRISON 6003 
__20 YRS. ADV, EXPERIENCE 
LAYOUT ARTIST—If you are a good 
layout artist, experienced in retail 
advertising and want a permanent 
position with a real opportunity, 
write, outlining your experience and 
qualifications. Give complete infor- 
mation in first letter, including age 
and salary desired. Send samples if 
possible. © 
JESSOP ADVERTISING COMPANY 
21st Floor, First Central Tower 
Akron 8, Ohio 
ACCOUNT EXECUTIVE to join rec- 
ognized medium size Chicago Agency 
in a new business development ca- 
pacity. Must have Agency experi- 
ence, excellent references, good con- 
tacts and strong sales ability. Give 
complete information first letter. 
Our Executive Staff is familiar with 
this advertisement. All applications 
will be kept in stricest confidence. 
Box 5032 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
SPACE SALESMEN WANTED 
National Magazine $ 


Woman’s Magazine .......... ,500 
| Trace Paper, Drugs.......... 8,000 
| Trade Paper, Exports........ 7,200 
| Trade Paper, Industrial...... 6,500 
Trade Paper, Electronics..... 6,000 
Trade Paper, FOGGS..... 2s 5,200 
Trade Paper, Building....... 5,000 

Farm Paper, Nations........ 6,000 

Editor, Farm Paper........ - 7,200 

MeGitor, BUlding ......ccccse 5,000 

Editor, Metallics ........... 4,800 

Research, Trade Paper....... 5,200 


GEORGE WILLIAMS—PERSONNEL 
209 S. State St., Har. 2063, Chicago 
WANTED—Man to manage a mod- 
erate sized modernly equipped print- 
ing plant, in small city, with high 
class business of $75,000 annually. 
Must be able to aid customers with 
technical advice and have full 
knowledge of engraving, layout, 
composition, press work and esti- 
mating. The man we want is prob- 
ably now in the ranks of some large 
advertising or printing firm waiting 
a chance. Here is opportunity. Start- 


; ing salary of $4,000, car, expenses, 
|}plus profit incentive. Long estab- 
| lished firm, 


Box 5076, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 

ADVERTISING AGE NEEDS 
an editorial librarian, preferably 
with library and advertising experi- 
ence. Give full details of educational 
background, experience and salary 
requirements in letter to S. R. Bern- 


stein, editor, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. t 
ENGINEERING COPYWRITER 


To start at an attractive salary and 
grow with a top-notch Western New 
York agency. Working with aswell 
group of guys, you'll have a very 
interesting assignment. Prefer a 
fellow who has prepared good cata- 
logs, data sheets, and imaginative 
literature. Agency experience is not 
necessary. Write us about your- 
self to 
Box 5061, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 
Editorial Assistant—man or 
for technical industrial m 
Must be good writer and fa 
perienced in make-up. Give { 
ticulars regarding qualificat; 
experience for interview, 

Box 5064 ADVERTISING 

100 E. Ohio St., Chicago | 
RADIO COPY WRITER H 
rare opportunity for an a 
and@ experienced commercia 
(man or woman). Highly r: de 
financially strong New Yor} : 
tising agency directing foy rhe: 
to-coast programs (as well a 
“spot” shows) offers congenj 
ciation, pleasant surroundi: 
salary commensurate with 
Write fully. 

Box 5067, ADVERTISING Acr 
330 W. 42nd St., New York 18, Ny 
ADVERTISING ARTIST —T7T, yoy 
with art director in rapidly expa; 
ing agency near Chicago, (Go, 
salary in direct proportion to yo 
ability and experience in prepari; 
clean, sparkling roughs; comprehey 
sives; lettering; finished art. (», 
genial associates, friendly tow, 
Write an informal letter giving yo 
experience and draft status 3 

Box 5074, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, 1} 


POSITIONS WANTED 


PRODUCTION MAN, age 41, desir 


position with manufacturer or a 
vertising agency. 10 years experj 
ence in advertising and mercha 
dising. 


Box 5068, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 11! 


Expert, alcohol, rye whiskey. cor 
spirits, perfume spirits, yeast ; 
kind. Experience from three eoup 
tries: Russia, Germany and Ameri 
Take full charge of plant. 
Richard Tennof 
512 East 165th St., Bronx, 56, N. j 
DO YOUR SALES LETTERS “PING” 
on a hard pull? Do they give yo 
“stove-gas” performance in a hig} 
octane race for business? First cost 
of a good sales letter is slightly 
(about the value of a cigarette but: 
per letter) higher than a cheap ons 
The net cost is less, or should be 
Are you satisfied with your sales 
and pre-sales letters? Are yo 
salesmen happy? 
Earl 


Ticen 
NEWS AND PUBLICITY 
PHOTOGRAPHY 

officer, retiring and leavi: 
N. Y. to settle in Los Angeles terr 
tory seeks connection. Thirty years 
background, including newsreel. § 
licits accounts from national! publi 
cations, publicity bureaus, advertis- 
ing agencies and newsreel con 
panies. 

Box 5066 ADVERTISING AGE 

330 W. 42nd St., New York 18, N. \ 


NEED COPY HELP?- 
copy and literature; 


Army 


- Advertising 
radio script 


letters; ghost writing—speeches, ar- 


ticles, books; rewriting, editing. 2 
yrs. exp. Retainer fee or job basis 
Box 5071, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 


NAVAL AVIATOR now in Pacifi 
Theatre wants to contact a _ fir 
whose postwar plans call for 
young enthusiastic adman to fill 
big job with a bigger future. Uni 
versity graduate with exception 


four year prewar record of creative 
advertising, sales promotion, a! 
management. Write for persona 
history and references. ‘ 
Box 5073 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


“REPRESENTATIVE AVAILABLE 


Would like to communicate with 
radio stations, trade papers, ig 
zines, weeklies, other publicatt 


who desire representative in Sout 
eastern territory. 
FORD STONER 
P. O. Box 1232, Atlanta, i 


Join Monk Associates 


| Clarence M. Gotsch, art director 
of Bauer & Black, Chicago, for the 
| past five years, and Lawrence M. 
| Johnson, formerly with Erwin, 
| Wasey & Co., Arthur Kudner, Inc., 
'and Lord & Thomas, have joined 
Howard H. Monk & Associates, 
Rockford, Ill., as associate art di- 
rectors. George L. DeVille, with 
|; the Monk organization since 1941, 
becomes senior art director. 


FRIENDS AND NEIGHBORS 


WE HAVE THEM 
YOU CAN GET THEM 


THE NEGRO MARKET......$10,000,000,000 
Church Organizations 6,000,000 
Fraternal Organizations 1,000,000 
Negro Press 3,000,000 
Educational Groups .. 2,000,000 


' 
brand name 4 
13,000,000 consumers. 
FRIENDS and 


We can make 
Word’ among these 
10,000,000 of them are our 
NEIGHBORS in the South, PLACING COPY 
IN NEGRO NEWSPAPERS A SPECIALTY. 

We can make your advertising dollars do a 
job now which will reflect itself in the post- 
war era 

ADVERTISING AND MERCHANDISING 

Write for Information Today 
THE BOOKER T. WASHINGTON SALES AGENCY 
Tuskegee Institute, Alabama 


your 


_—_—__—— 


| 
| 


| 
| 


| 
| 


} 
| 


Lithographers Form 
Two New Committees 


The Lithographic Tecfinical 
Foundation, New York, has set up 
two new committees, a resear 
and an educational committee, 
The former includes Arthur \ 
Cornell, Forbes Lithograph Mie 


Company; Robert Butler, Gene! 
Printing Ink Corporation, GU 
Carlson, Harold M. Pitma z 
pany; Harvey Glover, Sweene) 
Litho Company; Victor W. © 
Eastman Kodak Company, =Mme- 
Jones, Graphic Arts Corp ratio! 
Joseph Machell, Stecher - 
Lithograph Corporation; R pa 
T. Ode, Providence Lith grey 
Company; Kim _ Stuart, enal 
Paper Company; and - 
Walters, U. S. Printing & ino 


| graph Company. 


| Corporation; 


‘rect mail campaign now 1! 
ration. 


Educational committee m 1% 
are R. R. Heywood Jr., R. ! Hey- 
wood Company; L. H. J) S's 
Stecher-Traung; Harry H. 3" 
Sackett & Wilhelm Litho: sass 
Elmer G. 5" 
Western Printing & Lithos a 
Company; William M. \ . 
Brett Lithographing C a 
and John M. Wolff J! yOu 
Printing Company. 


Seaglow Names Che: °° 
Seaglow Fabrics Cor! 
New York, has named ¢ 
Company, New York, to hé 
advertising, with a trade 
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» Work Hard for 
Dolitical Parties 


ork, Sept. 15.—First cam- 
ig} ress by President Roose- 
sit ince his renomination will be 
roa. Cc! by the Democratic Na- 
‘one’ Committee Sept. 23 on NBC 


New 


ind Cbs 9:30 to 10 p. m., EWT, 
fom the Washington dinner of the 
nterna: onal Brotherhood of 
roan sters, AFL. 

The Democrats also have _pur- 


hased the 11:15 p. m. EWT, 
' . the Blue Network Sept. 
program not yet an- 
jounced, and on Sept. 27 the party 
vill present a special women’s 
rogram 7 to 7:30 p. m., EWT, on 
he Blue, and at a later hour that 
bvening on the Quaker State Net- 
vork. On Oct. 5 on Mutual and 
ome additional stations, the Presi- 
ent will make another campaign 
yeech for party workers gathered 

n voting districts. 

On election eve Nov. 6 the 
Dnemocrats have bought 10 to 
11 p. m., EWT, on the four major 
etworks, but have not yet an- 
ounced content of the program. 
A special series of quarter-hour 
arm interview programs has been 
ranscribed for presentation by the 
Democrats Sept. 18 to Nov. 6 on 
6 stations from New York 
hrough the Dakotas and south to | 
he border states. This series, | 
laced through the Biow Company, | 
few York, features interviews 
with leading agricultural men and 


period 
0 for a 


armers, as conducted by John | 
lerrifield, on leave of absence as | 
arm director of WHAS, Louis- 
rille. 


Republicans Buy Nets 


Later broadcasts on the four 
najor networks purchased by the 
Republican National Committee 
nclude talks by Governor Dewey 
s follows: Sept. 18, CBS, 10:30 to 
lp. m., EWT, from Seattle; Sept. 
9, NBC, 10:30 to 11 p. m., EWT, | 
rom Portland, Ore.; Sept. 21, NBC 
1 to 11:30 p. m., EWT, San Fran- 
isco; Sept. 22, NBC, 11 to 11:30 
).m., EWT, Los Angeles, and Sept. 
5, NBC, 10 to 10:30 p. m., EWT, 
Dklahoma City. 

The five major political parties, 
Republicans, Democrats, Socialists, 
bocialist-Labor and Prohibition- 
sis, are all making arrangements 
present five re-broadcasts each 
i domestically presented pro- 
ams via Army short wave radio 
) our troops overseas. The CIO! 
litical action committee, which | 
date has not purchased network | 
ime, is placing quarter hour and | 


€ minute dramatic and speech 
yee recordings at the disposal of | 
gional representatives for pres- | 
‘ation on local stations. 


AWBU Joins Blue 
KWBU, Corpus Christi, Tex.., | 
“* become affiliated with the 
Hue Network Oct. 1 as a supple- 
ientary station to the southwest- | 
; pe oup, increasing the number | 
-iue outlets to 196. Owned by | 
“lury Broadcasting Company, | 
yperates daytime only on | 
atts, 1010 kc. 


| 


| 


WANTED 
“Top Drawer" 
DIRECT MAIL 

Advertising 

EXECUTIVE 


jly-established Chicago 
serving more than fifty 
needs first-line copy execu- 


1d writer to manage its 
3 mail division. Must have 
- pecialized experience in 


ase of advertising, as well 
erior personality. Lifetime 
tion on extremely attractive . 
an be made by the right 


278, ADVERTISING AGE, 
Ohio St., Chicago 11, Ill. 


+ising Age, September 18, 1944 


CBS Will Spend 
Million on Fall 


Show Promotion 


Nek York, Sept. 14—CBS will 
launch Sept. 18 “the most compre- 
hensive and powerful campaign 
ever undertaken in network radio,” 
in a four-week fall program pro- 
motion drive in cooperation with 
its 141 continental affiliates. The 
$1,100,000 program—$200,000 more 
than for a similar drive last fall, 
will use newspapers, posters, post- 
cards, direct mail and radio itself 
to promote its fall shows on star- 
ring talent. 

The campaign will promote all 
CBS commercial shows held be- 
tween 1:45 and 11 p. m., EWT, 
Sundays, and sponsored programs 
broadcast weekdays 6 to 11 p. m., 
EWT—a minimum of 68 programs. 

The 141 CBS affiliates have been 
supplied with large newspaper ads 
for use each day of the week. The 
ads, to appear in more than 200 
cities, are jointly paid for by sta- 
tions and networks. Each station 
also has 20x26” posters, and 
miniature postcard reproductions 


of the pwsters for direct mail and 
| personal distribution. 

| Informative material on pro- 
|grams new to CBS or returning 
|for the fall-winter season have 
also been mailed to affiliates by 
the CBS program promotion de- 
partment in booklet or envelope 
form. A total of 680 local an- 
nouncements have been prepared 
on the theme, “The Biggest Show 
in Town,” with a daily quota to 
be broadcast throughout October 
averaging about 1,400. 


Gas Industry to 
Increase Budget 
to $1,400,000 


New York, Sept. 14.—Plans for 
doubling expenditures for re- 
search, national advertising and 
promotion, to a total of $1,400,000 
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porting the program. |heusian’s Renaissance carpeting. 
| For the last nine years, the AGA| Insertions will appear in the New 
|fund has been about $700,000 an-| York Times, New York News and 
|nually, of which about $400,000! Chicago Tribune. Abbott Kimbal! 
has been devoted to advertising|Company, New York, is_ the 
and $200,000 to research. Under | agency. 

|the new basis, at least $800,000 
| would be available for advertising, 
jand the remainder for research 
|and for launching the association’s 
\first light scale sales promotion | 
‘work in display and direct mail | WANTED 


material. HIGH GRADE 


_ The new program would be | 
changed to a calendar year basis. ADVERTISING 
EXECUTIVE 


|'In addition to enlarging magazine 
|advertising, AGA would consider 
the use of radio. 


who has served as publisher or as- 
sistant to publisher in the maga- 
zine field, Must have flair for 

Color-page advertisements will Weitng Srometion please a0 Gen 
be used in late September and as a knowledge of publishing 
| October issues of three Sunday a se Sen CNS ae 
| newspapers and the back cover of spent most of his time in nationa! 


| Karagheusian Campaign 


Directed to Consumer 


advertising. State salary desired 


annually for the next three years, | the October American Home Mag- 
starting Jan. 1, were approved by | azine to maintain consumer inter- 
the executive board of American)est in A. & M. Karagheusian car- 
Gas Association here yesterday.| pets. The New York company 


and give references and details ot 
experience. 


Box 


The new funds would be raised by 
subscriptions from the 500 local 
gas companies in the country, 
about 70% of which are now sup- 


5023, 


ABVERTISING AGE, 


emphasizes that immediate pro- 100 E. Ohio St., Chicago 11, IN. 


| duction is not anticipated, but will | 
|illustrate coming trends in the | 
!copy by a reproduction of Karag- 


says William P. Lillicrapp, Typographic Director of Warwick & Legler, Inc. 


THIS ADVERTISEMENT IS SET 


“ATF type faces 


make easy blending” 


“ATF types and Blue Ribbon Beer have one 
thing in common...Good Taste and Good -Blending. 
The faces chosen for this advertisement 
not only are in complete harmony with the 


layout and illustration ...they have the qualities 


? 


¥ ‘ 
: * 8 War Ketiel Concert in Wt 


The hail wae suid out-Whow the money rolled in! 
The Pend Chairman's face wore « grotiiied 9718 
The crowd was entranced by the astiet's techaiae® 


They cheered.coch cadenso ‘and one little squeak 
Thar“ Toit us, Monsieur!” eried @ voice from the 
Cas you name the most beow 
Mais oai!,” he replied To a0 highly trained #0F 
The se sound of.se pouring of Bive Ribbon Beer 
. * . 


Tarte 11 wiecaee sal Lorem ling ohitl im ewer defer” ° 
Whine Wabi Beer. Pell flee hile seal 


—_— SS" 


Ye 

“Bley, . yahoo 
i TP R.e musician of world-wide rene” 
\ ue mibbes 


hol! 


pt 
trfal masse of ot 


AMERICAN TYPE FOUNDERS . 


you'd 
require of any good salesman. . 


Forcefulness.” 


a9 


Dignity, Personality, 


“ATF Ultra Bodoni gave my 
heading eye-dominating 
tow" strength. ATF Stymie Medium 
Italie lent dignity to the 
verses. And the text in ATF 
Bodoni has the pleasing 
personality that ties al! 
three together. I don’t have 
to go beyond ATF faces 


to make any blend I need.” 


200 Elmora Ave., Elizabeth B, New Jersey 


Have you the ATF Red Book of Types? If 
not, send for it on your letterhead. Also, 
single page showings ine luding complete al- 


phabets of the following and other ATF faces. 


PP 


N THE BODON 


Re 


pes . er 4 ay apts a F s ae Wy Pe Ba 
pit was 4 ee ; Tene Gar” 4 ee 
4 * ioe . 
, : , ea ‘ se) ; 
: ee. 
was ‘ Pa Sead 
“< ‘ - . ae 
= > ey, Re, Pe ir 
ae ee 
° oa ares 
oS gee i i) 
p q : “aa 7a 
ae. i ke 
- oy. ae , posal 
: eer 
rd : ah 
| ! oS...’ ae 
; / Dit aj a eee ae 2 
) Er, Sa aes OS 
kag Pema a 
= means & 
y 
y as ; 
- 
J Bi 
ee 7 
} 
1 : 
. i 
ae = 
" rene y 4 
a 
A 
ee 
| . ia i. 
pS a 
» A S ~ : 
‘ee 
, | an aS Hi _ 
Al | a 
| | | ee 
Ox a 
3 Ne ae Sorte Th 
or —$—$—$—$—$—$—$<—$—$—$—$—$—$—$—$—$———————————————————— LL on oe 
é rae 
ul < 
) Po | 
“6 ae “ry 
Gi" 7 } ~ 
vO : b. 
igh f ? me 
itl Y 7 Sagi ; 
ut - a — 
be : cle ie P. : 
eh a \ ; = Pd 
BET + wena ere 
— —— : oe Be 
Ors eS on Bare aS ls “ 
i ee; —— 
rri SN : . £ A aoe. ey a 
sal J * i ctncerettlieensinia. that 4 i 2 ee eae 
Ne er: Jest hoe 
‘tis a) 
on Seah: 
7 
y i. bi ia , 
oo 
“ipt . Be: : j 
ar- i " a : : 
— ~ .. % 
isis § { reece et nnnaermemcemmett te Be : ' : 
> \ ee . 
iy 4 . 
y 2 4 
firn ee Re . OS L. 4 
yr 5 a. , ais : ’ 
i ~ an ‘ ae 2 
Tn ie é Ls : 
~ | wr of SF > 
. he Siew 
— ‘ “a i are a ; : 
al ee |e = iP) ee | . 
on eee Serer, 4 a 
t, zo 4 Bs Pe me ae 3 a 
. . Be ; ss 28 ’ ¥ 
og: a N . arr: e 4 ’ 
ae ae 4 See / Pe 3 
Ss : ae ; % @ ie’ sy | 3 m a“ 
| se . aa fs 3 ' 
A: | Sono ee 4 / 
AC 7% es i ~ ye s 7 i z . 4 as 
ut - ees be Fe 
; os ; — wv a ; iy * “Ao L 4 
3 mays . 3 ‘ : bs eee 
E ee . % e cad a : acl “ak 
7 ee Le : qin ora 
ae - : . Soe a . ee m=. 
o ee ee - 
. = — 
a | = _ 
a os —— 4 ‘ 
ai ” ee & 
coll a ee p | : 
TU z be ‘ Pi. 4 | : pees ye 
. s | , = 
ttee : ou i i : aA i 
tl f ac, — 
W _ Ps ( 4 * 
Mfg os F 
. 3 Seo i\ * ) i ne a 
Gu Z i q w 3 er al “a ve i lo 
on : >. 4 s ie 2 PRE PO 1 ic-ngune abel On oa be an 4 
ene | 1 ae be Ae oe + Mette madidence,.. serve it wath porte. br en» Hitdeot fon aa 
urst | 3 . . Manag, thet os eee Nee tes Hire Where — trate Wistert | a 
‘ , a) * 1980 a5 E , oo were ; a 
rnest SSS “<a | we 4 tas ae eres ssevcec wasn ramous wat OF?" 10-008" ] me 
oF i ae i - ; ie 
au } % — ~ - <i ee - Eat 
| . | " - aaa fern ~— hee : A 
Ta} L 
en 5 fie! ne 
ee 
f a 
“ae 
tI 7 a 
Hey Bl 
ott cam 
Clie . 
a a ee, 
4 a | ee 
aa 
: : po | | | . 
. 00 y 
7 jpeennenicinnieimninl (simbinniebebabeieil 
é 


58 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


NEW ORLEANS 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


| America, was 


Federation Marks 
25th Anniversary 
of Helen Holby 


New York, Sept. 14.—Helen A. 
Holby, director of the club con- 
tact department of the Advertising 
Federation of 


guest of honor 
at a _ luncheon 
of 150 advertis- 
ing executives 
here today on 
her 25th anni- 
versary with 
AFA. 

Joe M. Daw- 
son of Geyer, 
Cornell & Ne- 
well, New York, 
AFA president, 


Helen Holby 
cited her efficiently, patience, and 


faculty of making friends. 

Miss Holby and Charles E. 
Murphy, AFA counsel, participated 
in a quiz session which reviewed 
highlights of her work. 


—_ That's exactly what Johnny Knight, spir- 

ited public-relations man, and Sid Ames, 
hard-boiled private detective, are—when they get 
together with their creator, H. W. Roden! 


They're all together again in the rapid-paced, 
action-packed new Roden mystery thriller, Too 
BUSY TO DIE—just off the press * * * Its first print- 
ing—50% greater than his first book—completely 
sold out in 10 days! Publishers are rushing into sec- 
ond large printing at once! 


t Here comes H. W-RODENS 


brand-new mystery story— 


lishing, sold more copies of the $2 edition of you 
ONLY HANG ONCE than any other first mystery they 
every published. 


Mystery fans say that “Tex” Roden’s sec- 

ond thriller, TOO BUSY TO DIE, is even 
better than his famous first...more unusual in spine- 
chilling incidents than YOU ONLY HANG ONCE * * * 
AND that book sold out in a hurry—so, GET YOUR 
COPY NOW OF “TOO BUSY TO DIE”, by H. W. Roden. 
At all book stores $2.00. 


Johnny, Sid, and their creator, the genial 
Texan, made some mighty records in the 
realm of mystery fiction in their very first 
meeting, their first book, you ONLY HANG 
ONCE. For instance: 


Over 238,000 copies of You ONLY HANG 
ONCE have been printed or are under con- 
tract for publishing. William Morrow and 
Company, specialists in mystery story pub- 


self.” 


“Nearly everybody knows our boss, 
the dynamic president of American Home Foods, 
Inc. (Clapp’s Baby Foods, G. Washington Coffee, 
Duff’s Mixes.) Mystery fans got to know him too 
as ‘H. W. Roden,’ brilliant author of the fast-mov- 
ing YOU ONLY HANG ONCE. His new book, TOO BUSY 
TO DIE, is really terrific! Read it—and see for your- 


Patricia Rodkins (Dazzling beauty of TOO BUSY TO DIE) says: 


*Tex’ Roden, as 


William Morrow and Company, 425 Fourth Avenue, New York 16, N. Y. 


Advertising Age, September | 


Among those attending were 
Bruce Barton, of Batten, Barton, 
Durstine & Osborn, chairman of 
the board of AFA; C. King Wood- 
bridge, Arbuckle Bros.; Edgar 
Kobak, Blue Network; Chester H. 
Lang, General Electric Company, 
former president of the federation, 
and Sally Woodward of Flanley & 
Woodward, New York, AFA vice- 
president. 


Sinclair Plugs 
Winter Service 
in 12-Week Drive 


New York, Sept. 14.—Using its 
largest list of newspapers for “Sin- 
clair-ize—for Winter,” dealer serv- 
ice, Sinclair Refining Company is 
starting a 12-week drive the week 
of Oct. 1 in 365 cities. Ads are 
300 and 800-line sizes, with larger 
copy scheduled whenever possible 
in the 510 papers on the list. 

Sinclair also is featuring the 
winter service in continuing na- 
tional magazine advertising, as 
well as in Frank Singiser and Ar- 
thur Hale news broadcasts on 195 
Mutual stations. Minute motion 
pictures, entitled Sinclair Film- 
ettes, will appear in hundreds of 
theaters in the Sinclair marketing 
area. Hixson-O’Donnell Advertis- 
ing is the agency. 


G-E Reelects Wilson 


Charles E. Wilson, former chair- 
man of the War Production Board, 
was reelected president of General 
Electric Company, Schenectady, 
N. Y., at a board meeting held re- 
cently ‘in New York. Owen D. 
Young and Gerard Swope, former 
chairman of the board and presi- 
dent, respectively, have resigned. 
No successor to Mr. Young as 
board chairman has been made. 


SALVAGE ALL WASTE PAPER 
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Consumer Say. 19g 
Soar, Commer « 
Study Reveals 


Washington, Sept. 13.— mes: 
cans have added over $100 _ jjioy 
to'their savings between th. ong, 
1939 and June, 1944, the | spay 
ment of Commerce repo: ¢ 
cently in a study which in: cat, 
that accumulated liquid assets , 
the hands of consumers today ay 
enough to support eight mouths ¢ 
spending at current consumd 
spending rates. 

Of the $100 billion, about gg 
billions are estimated to be ava 
able for immediate spending , 
the form of currency, bank & 
posits and S. savings bong 
In addition, individuals used wa 


time savings for insurance, hoy 
ing, debt retirement and for lop, 
term federal and private secy 


ties. 

The national income was at t 
annual rate of $158 billion at 
end of June, and the nation: 
product reached $196 billion, 
the rate of expansion of both }, 
slackened, and it is doubif 


whether the rate will continue ffl 


the remainder of the year. 


440,770. 


Blanket coverage of this market is available with the T« 
Gazette's circulation: over 130,000 Daily, over 80,000 
City Zone Population: 235,125. City and Retail Trading 


Fact Finders Associates, Inc. discovered this strong preference for 
advertised brands in a survey just published, “The Pos! Wor 
Buying Plans of Families in the Worcester Area,” 
Telegram-Gazette. And in every 20th family in the 
Worcester area, as covered by the survey, 48.6% named 
paper advertising their first choice over all other mec », 
most helpful in planning their buying. These are but ' 
scores of facts now available about the Worcester 
Have them all in your possession. Ask for a copy — toc: 
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WORCESTER, MASSACHUSETTS 
GEORGE F BooTnH Pulisher- 
OCK and ASSOCIATES, NATIONAL REPRI 


OWNERS of RADIO STATION WTAG 
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(anada ‘Releases 
Many Products But 
Holds Price Rigid 


aide First Reconversion 
Blueprint Given to 
‘sq Dominion Industry 


va, Ont., Sept. 14.—Canada 
got irst detailed and authentic 
hlucor.nt for reconversion _ this 
wee, «nen Donald Gordon, chair- 
the Wartime Prices and 
Board, told a large gather- 
jusiness men the policy his 
had agreed upon for recon- 
version pricing and controls. 
Highlights of policy are: 
(1) Immediate revoking of 14 
administrators’ orders affecting 
production of metal goods and 
cancellation of 43 orders covering 
standardization and simplification 
of production. 
(2) Notice that following the 
defeat of Germany “there will be 
general cancellation of practically 
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LAUNDRY MACHINERY 


Division of Amenican Macnine ano Metats, Inc., East Moline, Ilinow 
Me temery 


World's Rewer: Mewnfecmrers of Power Lawntry 


FOR THE INDUSTRY — Plain facts 
about the problems confronting all 
laundry plants today are told in this 
one-shot advertisement which appeared 
in the Sept. 17 issue of Metropolitan 
Sunday Newspapers, placed for the in- 
dustry by Troy Laundry Machinery. 
L. W. Ramsey Co., Davenport, la., 
is the agency. 


all WPTB remaining controls over 
the production of and products 
made of metal, including those 
which require imported compon- 
ents.” 

(3) Continued adherence in 
Canada to the basic over-all ceil- 
ing policy of 1941 with no price 
relief for goods which may shortly 
return to civilian markets after a 


period of prohibition. New goods 
fagior which there is no basic period 
price must sell at levels “which 
would have been appropriate had 
they been sold in the fall of 1941.” 

(4) Determination to maintain 
Safaduring the present and transition 
period, the system of “controlled” 
distribution of consumer goods 
which are in short supply, said 
Mr. Gordon: “When any essential 
civilian goods continue in short 
supply, the Prices Board will still 
have a responsibility to see that 
distribution is fair and equitable.” 


Disappoints Manufacturers 


Decision of- WPTB to adhere to 
continuance of a rigid over-all 
price ceiling and to allow no gen- 
eral deviation, or allowance for 
increased costs of labor and mate- 
rials in such items as automobiles, 
radios, refrigerators which have 
been off the market, is of far- 
reaching importance to Canadian 
manufacturers and contrary to 
hopes that some relief would be 
forthcoming to permit reentry of 
business into the durable goods 
consumer market. 

Canadian policy also is at vari- 


ance with that set down by U. S. 
Director of War Mobilization 
James F. Byrnes last Sunday when 
he announced price relief for arti- 
cles not now produced and where 
costs had risen since 1941. 

What will happen to Canadian 
manufacturers, forced to import a 
considerable volume of compon- 
ents and parts from the U. S. and 
yet sell under their Canadian 1941 
ceiling prices, remains to be seen. 
It is likely that in a number of 
items where higher U. S. costs 
might otherwise bar production, 
the government will extend its 
subsidy policy and make such 
components available to Canadian 
manufacturers at “basic period” 
prices. Reconsideration of tax and 
tariff policy may eventually be in- 
volved. At present there is a 10% 
war exchange tax on all Canadian 
imports plus 10% premium on 
U. S. funds. 


Explains His Thinking 


In his statement Mr. Gordon 
vigorously defended Canadian 
ceiling policy and gave in some 


the basic period. The latter is 
really a cost-plus system and 
would be of most immediate bene- 
fit to the war production indus- 
tries planning to return to civilian 
production. 

“This approach has superficial 
attraction, but when you look at 
it more closely you can see it is 
riddled with dangers, difficulties, 
and discriminations. It means 
leaving the basic period principle 
of price control for a new prin- 
ciple which recognizes cost in- 
creases, however temporary, as a 
basis for price advances. Every 
time a price is raised somebody’s 
costs go up and that, in turn, is 
reason for further price increases. 
So goes the inflationary spiral. 

“Such a procedure would easily 
lead to widespread and substan- 
tial price increases to the detri- 
ment of the consumer and, also, to 
that of business and labor. The 
prices Board could not take a 
‘tough’ attitude on items which 
are important in the cost of living 
and an ‘easy’ attitude on items 
which are not. That would be 
gross discrimination as between 
one producer and another, and 
would not be tolerated for long. 

“There are other objections to 


cost-plus approach. It might seri- 
ously reduce the incentive to effi- 
cient operation, particularly at a| 
time of strong demand. Conse-| 
quently, it would be necessary for | 
the board to undertake a detailed | 
analysis of cost of production and, 
as well, to take a view about what 
profits are justifiable. This would | 
mean in effect a system of control 
of profits. Such an administrative 
task would be both difficult and 
expensive.” 

The WPTB administrative or- | 
ders which have been revoked in 
Canada as of Sept. 11, cover a 
wide range of metal “gadgets,” 
small electric appliances and sun- 
dry metal articles for civilian use. 
Such things as silver holloware, 
steel-shafted sports goods, bath- 
tubs, etc., are now on the “free” 
list. At the same time, WPTB 
standardization and simplification 
orders are removed on a wide 
range of heating, plumbing, 
jewelry, tools, builder’s hardware, 
and other items. An omnibus 
item which prohibited production 
of nearly 500 metal items also dis- 
appears. 

“Tt must be clearly understood,” 
said Mr. Gordon, “that the lift- 


ing of these restrictions does not 
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carry with it any priority assist- 
ance for materials or labor. The 
needs of war and essential civilian 
supply are still high and must 
continue and other manufacture 
can be resumed only as materials 
and labor become available in ex- 
cess of essential demand.” 


adver- 
tising plumbing service, 
dear, and this is who we 


+) 


got. 


“lm ashamed 


detail 
“selective” price control 
transition period. He said: 


during 


“We could relax price ceiling | 


control and shift to a _ selective 
type of control, concentrating on 
items which bulk large in the 
cost-of-living index and allowing 
price increases for other goods 
wherever their costs of production 
are substantially higher than in 


49 ways to put “GO”’ into 
YOUR sales training meetings 


ANDs 
Kall 
planning, staging, and 
‘aling meetings—with many 
factical pointers, valuable 
"eks of the trade drawn 
for fom thirty years’ experience. 
Vor 
the Bpdtows you... 
tire ‘how to make it easy for the 
tudience to follow the meeting. 
wS- 
h to insure smoothly-run- 
as ‘g ~eetings, with variety and 
; Susta i interest. $7.00 
0 * the ‘undamentals of good de- 


ket. avery ow to successfully put 
jeas, keep the audience 


tang |, meet awkward situa- 


» ie ements of using proos, 
ee slide - films, skits, etc., 
rom: wih d effect. 

doy ‘ 


id and methods for plan- 
g types of meetings, from 
es story’’ meeting to 
i quiz meetings. includ- 
devices to encourage 
participation, with em- 
1 demonstration work. 


Send m 
for 10 


paid 


McGraw-Hill Book Co., 


send $2.00 plus 
(Postage paid on cash orders.) 


A quick guide for better results for any one in charge of meetings aimed 
understanding and acceptance of ideas and to encourage action | 
‘sed upon them. In 49 to-the-point chapters, this book covers all aspects | 


Just Published! 


W TO RUN 


ASALES MEETING 


By EDWARD J. HEGARTY 
Westinghouse Electric & Mfg. Co. 


How 10 
RUN 


McGRAW-HILL EXAMINATION COUPON 


330 W. 42 St., 
e Hegarty’s HOW TO RUN A SALES MEETING 
lays’ examination on approval. In 10 days I will 


few cents postage, or return book post- 3 


N. Y. 18 


so easy to apply are Same 

that a single reading : 

ve interest in and re- Address .. 

your meeting will 3. . 

how to get out attend- § City and State 
t the meeting, stop it I Position .......- Ser 

ght note, put sparkle 

selling into any meet I Company Age, 9-18-44 1 
this book 10 days on I (Books sent on approval in United States only.) 
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his reasons for rejecting | 


TO 
THAT 


impression, represent you 


iss Grey!” 


BUT | DIDN'T HAVE TIME 


to sign these 


RE-TYPE THEM, AND 
PAPER WE USE SMUDGES 
WHEN WE ERASE 


Hammermill tests like this... 
insure you neater letters! 


More than ever, in these days of travel 
restrictions, you must depend for your 
business contacts on letters. 
ever, it’s important that they make a good 


making, from 
More than 


with dignity. 


Hammermill Bond adds its unmistakable 


feél and appearance of quality to the let- 
It is sturdy—surfaced to 


ters you write. 


take erasing and re-typing cleanly. 


uniform, too. because at 


control and check every step in our paper- 


Let us help you 


It is 


Hammermill we  jinilable 


messy letters, 


spruce chips to finished 


sheet. These continuous tests, developed 
through 45 years’ experience, insure your 
getting the best paper possible under war- 
time conditions. 


solve your paper problems by 


sending you the up-to-date revised edition of the 
Hammermill Manual of Paper Information. It lists 
all grades, weights, finishes of Hammermill papers 
under current 
mail the coupon below. 


paper restrictions. Just 


BUY WAR BONDS ... AND KEEP THEM 


LOOK FOR THE WATERMARK ...IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


Ee 


NMMIERIM |) ] Hammermill Paper Company &__ m 
] Erie, Pa. 
B | Please send me—free—a copy of the ||| y 
second edition of the Hammermill 
] Manual of Paper Information |! 
Companion papers for office use } 
inciude Hammermill Mimeo-Bond Name 
and Hammermill Duplicator i Position . AA 9-18 
" , i Please write on, or attach t your company letterhead) 
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Allows Commissions 


Miele Joins Jordanoff A : W k { 
Diesel Publications, Inc., New Frank Miele has been appointed gencies or 0 


York, has announced an advertis- 


ing 


advertisers . 
and thereafter of Motorship and 
Diesel Power & Diesel Transporta- | 
tion. 


new rate card. | manuals. 


director of printing for Jordanoff 
agency discount of 15% for Aviation Corporation, New York, ti] rf . 

: using October issues| producer of visual manuals. Mr. escue rive 
Miele was formerly with General 

Electric Company, 


The company has issued a| where he supervised electronics Through Revisions 


Schenectady, 


Excellent Opportunity for 


two copywriters 


Leading firm in essential industry seeks two men or women for young people; make it under- 

with creative imagination, able to write interesting, persuasive, stood that VD does not respect | 
ss : ; ied i sex, race, creed or economic 

accurate copy. Advertising is directed to physicians, dentists, status. 

pharmacists. Ability is more important than experience. Among the steps which may be 


Good starting salary; excellent future. Near Chicago. 


(Continued from Page 1) 
personal and national dangers of 
VD; provide information about 
cures; cause parents, schools and 
churches and other character- 
building agencies to inculcate high 
personal standards of sex conduct 
which prevent or reduce pro- 
miscuity; cause communities to 
provide recreational opportunities 


taken to rescue the national ad- 
vertising campaign would be a 


Write fully, but please send no samples until requested. recommendation that the War Ad- 


vertising Council supplement its 


Address: Box 507 2, Advertising Age, 100 E. Ohio St., Chicago 11, III. campaign book with a letter ad- 


vising advertisers wherever pos- 
sible to stress the need for local 


The Adventures of 
Sinbad the Seller 


In Bagdad-on-the-Cuyahoga, which is 
called Cleveland, lived a boy named Sin- 
bad. His was the ambition to become a 
great Merchant Prince. And to this end 
he set forth upon a life of voyaging to 
famed marts of the world, seeking his 
fortune. 


Yet. in all the lands that touch the Seven 
Seas, Sinbad failed. In far Cathay, the 
subjects of the great Khan ignored him. 
In the bazaar of Samarkand, he tended 
his booth in penniless idleness. And in 
the streets of Chandipur, Sinbad was just 
another bum. 


Sinbad returned to the city of his birth, 
And, lo! it was a paradise for merchants. 
Sinbad asked. “Wherefore is this felic- 


ity?” And a merchant replied, “Look. 


Chum if you stayed home you'd know 
what makes mazuma in Cleveland the 
fantastic selling power of Station WHK!” 


Cleveland merchants buy more time over 


W HK than over any other leading station 


iS 


Retailers’ Choice in Cleveland 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 
WHK-WCLE, Cleveland: WHKC, Columbus 


Advertising Age, September 1; 1944 


|support for such character-build- 
jing institutions as churches, 
schools and civil organizations. 

In general the national adver- 
tising campaign against VD has 
been designed as a setting for 
|about 50 vigorous local drives 
which the Public Health Service 
hopes to conduct through state and 
local health officers. With national 
advertising providing the general 
theme that VD is a national prob- 
lem which should be discussed in 
polite society, and which is cur- 
able, it was planned that more 
specific material fitted to the needs 
of each community would be used 
locally. 


Expect Local Action 


To this end, the Venereal Dis- 
ease Education Institute of Ra- 
leigh, N. C., has been preparing 
kits of publicity and local adver- 
tising material which will be dis- 
tributed through local medical au- 
thorities. 

The Institute was founded by Z. 
Smith Reynolds, and for years has 
done research on the most effec- 
tive types of education programs 
for the fight against VD. Under 
the current arrangement, in addi- 
tion to providing millions of post- 
ers and educational displays for 
the Army and Navy, it is designing 
anti-VD material to supplement 
the War Advertising Council ads. 

At a meeting here this week, 
officials were pessimistic about the 
possibility of obtaining sponsor- 
ship nationally for the VD ads, as 
a result of accumulated criticism, 
but they were reluctant to aban- 
don the material, and they were 
confident that the local projects, 
including large amounts of local 
advertising, would go ahead. 


in preparation nearly two years, 
the Council program manager 
being Allyn B. MclIntire, vice- 
president of Pepperell Mfg. Com- 
pany, and the OWI deputy, Her- 
bert Little. Warwick and Legler, 
New York, was the Council task 
force agency. 

The national advertising pro- 
gram should afford only general- 
ized treatment to each of the ob- 
| jectives of the program, the copy 
| policy explains, so that the local 
| programs can treat each aim more 
| specifically, and vary the empha- 
sis on certain points in accordance 
with local problems such as the 
need for better recreational fa- 
| cilities, character building organ- 
| izations and clinics. 


Immorality to be Stressed 


The Council ads urged the pub- 
lic to face the fact that VD exists 
and to stamp it out. They suggest: 
frank discussion; recognize it is 
curable; work for establishment of 
proper clinics; get word to your 
|employes, and see that they are 
| treated, not fired. 
| In preparing the advertising, of- 
| ficials explain, they stressed points 
|of national significance, although 
they admit that perhaps they 


The anti-VD campaign had been | 


should have included imm 4; 
among the nationally sig 
facts. Other U. S. Public 
Service material does em 
immorality as an importan 
of infection. 

The campaign had be. 
proved by a number of . 


ment agencies, and a spec a, 
visory committee on VD ed jp 
which included a: number dj 
tinguished educators, phy. ja; 


clergymen and _ psychiatris: 
has been originally inspire} 
Selective Service exam); 
which revealed that 4.5% of y 
men examined were infecte:. |, 
1943, 600,000 cases of syphilis , 
reported, and 300,000 cases 
gonorrhea. 

Vigorous local campaigns enlic. 
ing all elements in the community 
have been conducted in a numbe 
of areas, with diseased persop 
urged to take new modern cure 
During one such campaign in Dal. 
las, Tex., clergymen in og; 
churches devoted a special Sunday 
to the subject, stressing the neo: 
for high moral standards. 4 


‘End’ of VD Drive 
Heralded by N. Y, 
Catholic Paper 


Rochester, N. Y., Sept. 12.—De. 
claring that “advertising circle; 
are definitely upset by the Catholic 
opposition to the ill-advised ‘yp 
propaganda,” the Rev. Patrick J 
Flynn, columnist of the Catholic 
Courier, diocesan newspaper here 
declared in his column last week 

““ADVERTISING AGE, the national 
newspaper of marketing and the 
weekly bible of the advertising 
men, publicly admits that the pro- 
test initiated by the Catholic News 
of New York threatens to upset 
the applecart of the War Adver- 
tising Council.” 

Quoting ‘the ADVERTISING AcE 
editorial statement that ‘When 
religion finds it is impossible t 
control human nature, science 
must come to the rescue,” Father 
Flynn pillories this assertion as 
“an impertinent piece of poppy- 
cock,” contending that “it is pre- 
cisely because religious discipline 
and moral restraint were outlawed 


BURTON 
BROWNE 


es etitor with better advertising” 
CHICAGO e DEL 3800 
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WHITEHALL 


A IMPOSING group of successful advertising execu ives 
and advertising agencies find this a lucky number. ‘&- 
| ables them to useaserviceconsisting ofad-setting, engra’ 9, 
and printing—all under one roof...Specially trained me’ 4!¢ 
always on their toes to serve you so well that you will « me 
back again. We can lighten your burdens—and at the 
time produce better and more profitable printing for » 
at a saving of time, trouble and money. Phone Whitehall 


FAITHOR 


CORPORATIO 


AD-SETTING + ENGRAVING + PRINTE 


400 N. RUSH STREET, CHICAGO 11+ WHITEHALL | 


4 mk Adv 
: as em> <« 
i and ¢' 
alw.) 
cluc.2s, 
ee ote 
4 me! -5 
in . provi? 
of the 
te Ma\ 
os © a as | 
; sSur} 
(C 
can Re 
IIIT | acigenemememnaminiaisiliiaimadiitts 
He Sa\ 
consum 
through 
which 
now ex 
; 7. | But * 
. ec that thi 
‘op i 2 Mehe figu 

a pe y = | mashoes V 

ie . yg for $2, 

stag : f (j " additior 

Sirs Sx. 2 5 —and | 
aoe N AS fy * bres should 

= « .. I Be lots. 
" : we 

roa ae Ni | ee 
i So, : 

on ; ‘ —leess Probé 

es “— = = \ / \ Pr = rs est pho 

Ss we .. -- untry 
. A \ a usines: 
3 Ls ° [ ay “#8 “NY ies 2 milli 
% iat \e/ =: ; i — lieves t 

_— ~~~ =‘ Po 
Go — -_ Pe, —— —- ~ 

meget a a —— Da 

“a _ —~ — IVA --=->- 

. Seg = S/S | 
ea eet ee ee -— S > “ re a — me \ ‘ 
aa —— aa eS — ee - — SS 

. iN 
Best — ee ee ed 
iin —— = 

gee > AamxX Ba aso We | ARC 
- = g € nIRN: i Ss ~ 2 ~~ ~~, y ’ ay i 

: oer: as 2 @ | , a} 
~ ze 2 ML w = | —S—“‘CtsSCSCis @------- Aik 
2 7 zs baer — | | e 
x = y Les a tte, ‘ V7 H \ \ Vi } 
g ar WAX ae, Fy \ f, ~ /% fe 
s —= aa “2 ' Ff} we y 
" = \ee ° LJ. 5 
AG : Ua Cs 
= .=& 4, : | 
ms i ees 4 a : a P 3 — & 
geek -- om a " = = 
eee 3 /. ee ; <<. a Ais Ss > 
% : ad co eo = gs ae at ’ EN | 
7 OE a NIE. |Z 
ed => a — eS “ana -” Fu nN 4 W 
TT a a a 
4 | —g P 
mie! ry Ne 

} a slic 
- ~ | 

aa a x Ce 

. a ~, | ie 

a ae ey i . a : 
a . Ore jl. F 
=" - sa , \ ij 6) Ke —_ My), BY , | . 
se | AAT) > OCR: fat Yj : 
= 5 ‘ ‘all fee ft de 4’ ; 
- id yy ‘i 4 AN Z Us 
p <y y G} . 
Z g . M\| aM 

ae a y. \X LEQ \K, 4 Hj di 

— iA dA, 3 6-8 \ Mf fi 

” Alt) Gee ORO SSF | 

1 M7? ag SF 
/ if ya =e) 
ee Be F 
i - 
t 


dj hey have done enough/down into small units, and dole 
al m already.” them out to the new businesses it 
“'g .ry to solve human prob-| will establish. 
b m yt from moral principles Probably ex-servicemen will 
long cad . in defiance of God’s laws|number among “Uncle Maury’s” 
ung ay vy. ends in tragedy,” he con-| favorite customers. He likes them, 
Inf uc cs, urging religious discipline |and he has a deep sympathy for 
vere cod ~ al restraint as accompani-| their needs. Under the “GI bill, 
off nents (or science. veterans can get a government 
{ [Legion of Decency denies ap-| guarantee of 50% on loans up to 
list MB provin. VD campaign. See Voice | $4,000. But they must get the 
nity Mo the Advertiser, Page 30.] loans through regular 
ibe i —_—————_ channels on a_ business 


can 
e He 


now existing. : 
But “Uncle Maury” also believes 
De-Mithat these items must go cheap— 


Cles BB he 


lolic shoes worth $5 or $6 should sell 
VD' Mifor $2, so people will buy them in 
k J. addition to their regular purchases 
lic and he believes that surpluses 
ere, Michould be moved in very small 
eK lots. 


cf 
ob 


‘NS Probably “Uncle Maury’s” great- 


country will need a lot of new 
businesses after the war. He wants 
a million new firms, and he be- 
lieves they should be financed by 


ing Age, September 18, 1944 


se 


vast portion of American|insured loans, like the federal; WALTER E. DEXTER 


we are now faced with} housing program. 
-enstein monster of ‘VD.’”’ 


Flynn says, “We agree | fits into this picture. For one thing, 
ERTISING AGE that ‘science | Congress has now authorized it to 
ne to the rescue,’ but we| make the loans so that it can set 


icious about bureaucrats|up the new businesses. 


(Continued from Page 1) 
Retail Federation last week. 


done,” he declared. 


Sees New Businesses 


999 


phobia is his belief that this 
aspects of smoking. 


/ 


Pencil 


The Magazine of Architecture 


pre- SS 
line : 


Progressive ‘?!6001a” cigaret test. 


| not yet been announced. 


It is easy to see where SWPC | 


ort- sighted advertising| other, it has the power to acquire 
dists coming to the res-| large lots of surpluses, break them 


. “Uncle Maury” can make the loans 
Ire; Maverick Emerges on his own terms. 


Commerce Department estimates 


oc RS ‘dead Man’ in that 3,000,000 servicemen may 
ff Surplus Disposal 


want to go into business. 
Smaller War Plans Corporation, it 
seems, is an agency with a future. 


Surplus Property Administrator 
says he believes that surplus|W. L. Clayton, rebelling at Con- 

consumer goods should move gressional logrolling over legisla- 
a through regular trade channels, | tion setting up an agency to direct 
which he defines as businesses | property sales, notified War Mob- 
ilizer Byrnes Friday that whetever 
finally emerges, he is unwilling to 
head the agency Congress is creat- 
figures that a pair of navy|ing. “No agency with diffused re- 
sponsibility could ever get the job 


L&M Reacquires 
Entire Old Gold 
Cigaret Account 


(Continued from Page 1) 
against mention of therapeutic 


Philip W. Lennen, president of 
the agency, and J. T. H. Mitchell, 
who died several years ago, coined 
the “cough” phrase, first used to 
For advertise the cigaret in New Eng- 

land. They also originated the 


of their promotion ideas was a 
series of comic strip ads, said also 


to mark a completely new depar- 
Es | ture in advertising at the time. 


Has Entire Lorillard Account 


ARCHITECTURAL N After Old Gold passed to| 
ME Thompson, Lennen & Mitchell | 
ead continued to handle other Loril- 
. lard products, including Beech- 
* | Nut cigarets and pipe and chew- 
Points ing tobaccos. Restoration of Old 
' Gold places the entire output in 
the agency’s hands. The agency’s 
complete advertising program has 


re 


WHAT ARE YOUR 
POST-WAR PLANS 


Naturally you want a good 


slice of profits from Ameri- 


cas Third Market after the war. The sure way to 


secure it is to include CKLW in your plans now! 


c 


oO 


Q 


t-war sales picture in this market now! 


Union Guardian Bldg., Detroit 


!, McGillvra, Inc. 


Representative 


0 watts at 800 kc. gives you the largest con- 
nitrated coverage of the entire area at the lowest 


ollar cost. Let's get together and go over your 


| Services were held here yesterday 
|for Walter E. Dexter, 46, business 


manager of Motor magazine, who 


8. Surviving Mr. Dexter, who was 
formerly a resident of Chicago, are 
his widow, Florence Cook Dexter, 
a daughter, Barbara, and a brother, 
Robert W. Dexter. 


HUGHLETT HOLLYDAY 


Philadelphia, Sept. 12.—Hugh- 
lett Hollyday, 76, former Chicago 
publishers’ representative, died 
Sept. 9. From 1914 to 1918 he 
headed an advertising agency 
bearing his name. Starting in 
1898 on the New York Times, and 
later associated with the New 
York World, Mr. Hollyday moved 
to Chicago in 1905 as western rep- 
resentative for the United Sunday 
Magazines. He retired in 1933. 


WILLIAM C. GILCHRIST 


Toronto, Sept. 12.— William 
Clinton Gilchrist, 47, a director of 


died suddenly in New York Sept. | 


| Naomi 


McConvey Gilchrist 
Chicago, Sept. 12.— Funeral| two daughters, Anne and Dorothy. 


MARTIN L. MARSH 


| New York, Sept. 12.—Martin L. 
| Marsh, 52, eastern advertising rep- | 
resentative of the Cincinnati 
Times-Star, died Sept. 8. He had | 
been associated with the Times- 
Star for 33 years, and for the last | 
18 years was its exclusive repre- 
sentative. He resided at Scarsdale, 


DWIGHT L. ARMSTRONG 


Lancaster, Pa., Sept. 12.—Dwight | 
L. Armstrong, 50, vice-president of 
Armstrong Cork Company, died in 
|Lancaster General hospital Sept. 
10, after an illness of four weeks. 
He was the grandson of Thomas 
|M. Armstrong, founder of the| 
| company. 


] —— 

|CHARLES B. PETO 

| »+New York City, Sept. 12.— 
Charles B. Peto, 54 manager of 
the New York sales office of Ham- 
ch Paper Company, died 
the advertising agency of Cock-| Sept. 9 while visiting at Montauk, 
field, Brown & Co., died here Sept.| Long Island. He had been with 
8. Surviving are his widow,| Hammermill since 1928. 
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500,000 


m STOCK PHOTOS 
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KAUFMANN & FABRY CO. 
425 S. WABASH AVENUE 
(ee? CHICAGS c3e5. 


THE KING'S TOUCH 


Mocked by Moderns 


The King’s touch . . . fervently sought by the lame, 
sick and afflicted for its supposed powers of healing 

. symbolizes the ignorance that pervaded Europe 
for nearly five centuries. 


The advance of culture and knowledge spelled 
doom for ineffectual health practices such as this. 
Today intelligent medical treatment and reliable 
health measures are easily available to all. 


Part of today’s vast enlightenment on personal and 
family health is due to the wide reading of 
HYGEIA, progressive family health magazine of 
the American Medical Association. 


Note, for instance, some of October's features. In 
a straightforward, realistic appeal, Dr. Halbert L. 
Dunn tells about “Illegitimate Children” in the 
United States and suggests changes in the law to 
cope with this growing problem. Bernadine 
Bailey’s revealing trip through a cancer clinic for 
women is told in “An Ounce of Prevention— 
Today’s Cure for Cancer.” “Sons of Victory,” by 
Floyd B. Nichols stirringly describes how a com- 
munity in Kansas is enrolling “proxy dads” to pal 
with youngsters who have lost their fathers in the 
war. And Dr. Henry I. Scheer explains simply and 
lucidly the causes and management of “Low Back 
Pain.” 


Every month HYGEIA reaches a select, influential 
group of readers. Above average in health interest. 
Above average in education. Above average in 
purchasing power. If you are interested in telling 
the merits of your product or service to high-level, 
health-minded families, HYGEIA is the best buy 
you can make. 


With Health-Minded Readers. HYGEIA Clicks! 


HYGEIA’s paid circulation of over 117,000 includes homes, schools and 
17,000 physician’s waiting rooms where HYGEIA comes into the hands 
of more than a million patients a month. These receptive patients repre- 


sent a pure bonus of high-quality readership to the advertiser, for 


HYGEIA rates are based on net paid circulation. 


THE HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION 
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On Sunday, August 20th, more than 3,700 

Chicagoans, meeting under the auspices of 

the Chicago TIMES, packed the Grand Ballroom and overflowed into 
the North Ballroom of the mammoth Stevens Hotel. 

They were fathers, mothers and next of kin of Chicago boys held as 
prisoners of war in Europe and Asia. They came to hear, first hand, 
news and advice from the highest authorities in the land on this partic- 
ular subject. 

They listened patiently and intelligently as the leading officials of The 
American Red Cross, The Y.M.C.A. and the Provost General’s office 
gave them all the data and information at their command. Then they 
asked questions—-questions from deep in their hearts, and obtained the 
answers if the answers were at all possible. 

Said Mrs. Grace Bok Holmes of The American Red Cross offices in 


Washington, “It was the biggest and best next-of-kin meeting we've held 


in the United States.” 

But more important than the enthusiastic comment of the various 
mercy organizations participating was the flood of appreciative letters 
from people in all walks of life who wrote to express their thanks for 
the comfort and satisfaction as well as valuable advice which they had 
received. 

This meeting is merely an incident highlighting the rich career of the 
Chicago TIMES in performing its duty of public service to the commu- 
nity. It was merely a reflection of the day to day job. But to adver- 
tisers, it reveals the basis for the inspiring confidence Chicagoans place 
in this newspaper. It is one of the reasons why, during the past fifteen 
years, the TIMES’ net paid circulation has grown to more than 425,000 
—-why it has the highest concentration of readership in City and suburbs 
of any Chicago newspaper and the highest home-delivery circulation in 


the evening field. 
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IRROR MAKES AWARDS—At the New York Mirror's awards luncheon at the 
ote! Astor are, left to right, Mayor La Guardia, who awarded war bonds and 
stamps to 34 winners in the Mirror's $1,000 waste paper salvage poster contest; 
Harry Hershfield, columnist and cartoonist, and Lee Tracy, promotion manager 
of the Mirror, who doubled as contest editor. 


wei 


AP CAMPAIGN TOUR—Conferring with Gov. Bricker (center) on plans 
or his coast-to-coast campaign as Republican Vice-Presidential nominee, in 
Columbus, are Charles M. Robertson Jr., left, president of the Ralph H. Jones 
agency, Cincinnati, appointed special radio adviser, and Malcolm MacPherson, 
agency radio specialist who will travel with the nominee on his tour. 
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GH NTO DAY—This unusual midnight shot of downtown Dallas was caught 
1 Ph ographer Lloyd Long as flares from a disastrous ordnance plant fire 


ght 
gore 


; he sky for miles around. It has been used as the cover of National 
8nsi+ 


new Dallas Market Data Book, second in a series of market studies 
the company is producing. 
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HOTOGRAPHIC REVIEW OF THE WEEK 
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AT PUBLISHERS’ CONCLAVE—Among those in attendance at the fall meeting of the New York State Publishers Association 

held in Syracuse Sept. 11-12 were, left to right: H. K. Williams, publisher, Dunkirk Observer; John S. Knight, president, 

Knight Newspapers; James E. Stiles, publisher, Nassau Review-Star, Rockville Center; Fred |. Archibald, publisher, Albany 

Times-Union, and president of the group; Frank E. Gannett, president, Gannett Newspapers; Arthur P. Irving, publisher, 
Glens Falls Post-Star and Times; and E. A. O'Hara, publisher, Syracuse Herald-Journal. 


AMOUNT TAKEN FROM EACH TAXABLE INCOME BRACKET IN oS 
ERSONAL INCOME TAXES, UNDER THE PROPOSED TAX SCHEDULES }  ,imouNT OF FEDERAL INCOME TAX WHICH WOULD.’ 
‘AT A NATIONAL INCOME OF $140,000,000,000 : 


(Couple with 2 Dependents) ° 


BE PAID ON SELECTED NET INCOMES, UNDER THE Sy 


¥ 
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PROPOSED TAX STRUCTURE... © se 


{Couple with 2 Dependents) 


Explanation : Fully 70 percent of total taxable income lies in 
the first bracket from 0-$2,000, and the amounts of income in 

~ the higher brackets decline rapidly. The estimates are based on 
an 18 percent standard rate, and include the suggested with- 
holding tax on dividends, This chart is based an Table [iT on 
page 43. F 


Explanation: The share of net income which goes 
in taxes rises sharply as the net income of the in- 
dividual riven, “Net income” ix the total income 
“reovived after deductions for necessary business 
expenses, taxes, contributions, etc. but before 
subtraction of personal exemptions. The esti- 
mates are based an the 18 percent suggested stant 
ard rate, assuming o national income of $140 
billions, The figures are in Table [V on page 45. 
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944,780 


£ Retained 


nC OM 


INCOME RETAINED 972.220 


330-INCOME RETAINED 817,480 


TAXES PAID $1,260 INCOME RETAINED $4,740 


TAXES PAID $1,800 INCOME RETAINED 44,200 
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TAKES PAID $340— INCOME RETAINED $3,640 
TAXES PAID $780— INCOME RETAINED $5,220 
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TAXES PAID $0--INCOME RETANVED $2,006 


TAXES PAID $3,780 


TAXES PAID £30,220 
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TAX RECOMMENDATIONS—The research committee of the Committee for Economic Development has just published 

A Postwar Federal Tax Plan for High Employment, which provides for heavy reliance on income taxes for revenue, but uses 

lower tax rates for all brackets. At left is the committee's analysis of the total amount taken from each income bracket 

under its suggested rates, with national income at $140 billion. At right is the committee's outline of the amount of 
income tax which would be levied in various income brackets. 


BLUE PROMOTION WINNERS—Thirteen Blue Network-affiliated stations were awarded plaques at NAB's wartime con- 
ference in Chicago for their outstanding audience promotion work on Blue programs. Gathered to talk over the awards 
were, seated, left to right: Steve Conley, WOWO, Ft. Wayne, Ind.; C. T. Hagman, WTCN, Minneapolis; W. R. Traum, 
WROK, Rockford, Ifl.; C. L. Thomas, KXOK, St. Louis; W. J. Moll, Geyer, Cornell & Newell; and Keith Kiggins, vice- 
president in charge of station relations for the Blue. Back row, left to right: J. R. Montgomery, Geyer, Cornell & Newell; 
Morey Owens, WROK, Rockford; John Dickson, WROK; Ivor Kenway, member of the net's station relations department; 
H. J. Powell, KGGF, Coffeyville, Kan.; J. P. Williams, WIZE, Springfield, O.; and C. W. Neeld, WCBS, Springfield, Ill. 
Other station winners not represented in the picture are WFIL, Philadelphia; WISH, Indianapolis; WRNL, Richmond, 
Va.; WKIP, Poughkeepsie, N. Y.; WBCM, Bay City, Mich., and KPQ, Wenatchee, Wash. 
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Starting Sunday, January 7, 1945 | 


The Atlanta Journal 
will publish its own 
32-page ROTO Magazine 
12-page COMIC Section 


Page size of the Roto Magazine will be 1,000 lines. 


Space will be sold in one, two and four colors. 
The Comic page will be full size; and will 

be sold in one-third, one-half and full pages. 
Representatives: The Metropolitan Group; 
Sawyer-Ferguson-Walker Company. 


6 Che Atlanta Journal 
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JOURNAL Sunday circulation, 249,918 
— largest in the South. 50,000-watt 
WSB is THE ATLANTA JOURNAL station. 
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